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Easter Parade—30” long by 20” high; re- ake th. wensteet tt 1h 
peated ten times, making the length approxi- 7 
mately 30 feet. Lithographed in four colors. 


Columbia ARCHITEX 


...@n important and very popular display device . . . nothing else achieves 
such rich distinction, graceful form and genuine individuality . . . expertly 
constructed . . . classic in appearance ... simple in use .. . ideal the year 
round for window, store and counter displays . .. NEW EXCELSIOR BOOK- 
LET features nine interesting ARCHITEX numbers. 
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How Display Men are using 


THE NEW G-E FLUORESCENT MAZDA LAMPS 
FOR EXCITING, NEW LIGHTING EFFECTS 
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New kind of lamps give 
more light, brilliant colors 





and are 50% cooler 


ISPLAY men are discovering the dramatic 
effectiveness of the new General Electric 














The top sketches show how the new fluorescent lamps can be applied to - - ; iti 
make more effective luminous background displays and also for light- Fluorescent MAZDA lamps in Creating exciting 
ing mirrors. new window and store displays. 





These lamps give from 3 to 200 times more light 
than incandescent lamps of the same wattage and 
color. For the same amount of light, they are 50% 
cooler. 


ea 
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Because these lamps are tubular in shape, they 
lend themselves particularly for supplementary 
lighting for counter tops, showcases, wall cases, 
shelves, mirrors,and special feature display niches. 
The daylight fluorescent lamp gives the closest 
— approach to real daylight ever produced at high 
WALL SA OWA: ALCOVES efficiency. The colored fluorescent lamps in red, 
The two sketches shown above indicate several places where fluorescent green, gold, pink, blue. and warm white offer 
lamps can be effectively used to give new display value to merchandise. 3 ue - ; 
wide opportunities for decorative effects and for 
putting a blanket of color on the backgrounds in 
niches and show windows. 
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Ask your MAZDA lamp jobber to show you these 
new G-E fluorescent MAZDA lamps. Or for 
further useful information, write to General Elec- 
tric Company, Dept. 166-DW-B, Nela Park, 
Cleveland, Ohio, or mail the coupon below. 


TEAR OUT COUPON inrormation 












SHOW WINDOWS 





The sketches shown above illustrate how fluorescent lamps 
can be installed to provide ample lighting for open shelf dis- 
plays and show windows. 


Seea eee eeweeeeeaeeaeeeeeeaeeeeeeeeaeaee @eeeesneersy 
General Electric Co., Dept. 166-DW-B, 
Nela Park, Cleveland, Ohio. 
Send me, without obligation, new free booklet giving 
information about G-E Fluorescent MAZDA lamps. 


G-E Fluorescent MAZDA 
lamps are available 
in 18, 24, and 36-inch 


lengths and in several PNM tenvcdvencedxssdavacedsedbadchsnncandduwedasa ea P 
wattages. Because they c ' 
are essentially arc lamps, re} en) or Se) Me - 
they require special con- WENNER a. eae nkcidedeannceuaseenssadauetwnasevenaneens : 
trol equipment which is CIGY. ccc cccssccnccacccddageceses MOM a6 ss rctevdasec< ; 


available. 
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ARE YOU GETTING 
YOUR SHARE OF.. 


ITINERANT 
SHOWINGS? 


Survey figures prove dramatized win- 
dow displays stop 150% more side- 
walk traffic than ordinary displays. 
Actual sales records show that WLS 
display promotions bring many more 
customers into the store to buy at regu- 
lar prices. Get your share of these 
sales- producing itinerant showings. 
Many incorporate the new WLS Min- 
Event development...people, products, 
scenes in full relief and smart color. 
Promotions featuring many leading lines 
are available. 


7 é é Illustrated 
| Diet 


brochure 
of New York World’s Fair 
display promotional mate- 
rials for windows and inte- 
rior... everything necessary 
tomake dramatic exhibitions. 
Write for your copy — no 
obligation. 


_ STENSGAARD & ASSOCIATES, INC. © 346 N. JUSTINE AVE., CHICAGO, ILLINOIS 


NEW YORK OFFICE: RCA BUILDING, ROCKEFELLER CENTER 
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OUR NEXT ISSUE THE COVER 1939 


The retail stores of sun-kissed California have With a double theme of Easter, as portrayed “It has taken a long time for display within 
made a name for themselves for their aggressive, by the egg and rabbits, and that of spring the store to be recognized as an opportunity 
powerful displays, and in an effort to give its read- in general, this display by Karl Kneis, formerly of getting people to buy more things while 


ers the latest developments in that section of the with Stix, Baer & Fuller, St. Louis, Mo., is espe- 
country DISPLAY WORLD is planning on a monthly 
Los Angeles article similar to that now being car- : ; ear : 
ried on New York City displays. It is hoped that Easter See April 9, it is high time to be- 
this can be started with the next issue, out March gI!n planning for its displays. Fashions promise 
15. . . . In addition, look for more original display +o be bright and gay this season and displays : ae 
ideas by Kiley, De Sault, and Smith, as well as following the same pattern will be a welcome Schaeffer, Director of Publicity, Marshall Field 
many other timely features. relief after the dull days of winter. & Co., Chicago. 


they are right in the store. Not only can 
display sell merchandise, but it can do an 
institutional job of making people think what 
we want them to about our store.""—G. R. 


cially appropriate for this month's cover. With 




















And we invite you to view it with us in a fascinating spectacle of gay and colorful 
new ideas for today and tomorrow in our completely remodelled and thrillingly 
beautiful showrooms, designed and decorated by Eveanor Le Maire with special 
mannequin and fixture decors by Helen Cole. 


First showing of new Cora Scovit mannequins and new metal and glass 


Have you received your copy fixtures by Cyritce Steiner Stupios and a profusion of stimulating lighting and 


of our new catalog? ’ 
decorative effects as well as the means for carrying them out. 


We hope you will come. 


JAS. B. WILLIAMS, tine. 


498 SEVENTH AVENUE, NEW YORK CITY 
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Special Exhibit Trends 
At New York Fair 


Indicative of the trend among national ad- 
vertisers who will have exhibits at the New 
York World’s Fair and the San Francisco 
Golden Gate International Exposition are 
the two now being completed for the Na- 
tional Cash Register Company and Rohm 
& Haas. Combining novel treatment with 
extensive use of modern lighting, colors, and 
the like, the finished exhibits will be highly 
arresting. 

An entirely new kind of interior show 
window and a small showcase which may 
influence the trend of store display design 
will be two of the features of the exhibit 
of Rohm & Haas in the Hall of Industrial 
Science, Chemicals and Plastics at the New 
York fair. 

The exhibit, designed by Gilbert Rohde, 
will tell the story of “Plexiglas” and “Crys 
talite”—two forms of a transparent, colorless 
plastic which is brilliantly clear and pos 
sesses a higher light transmission than ordi- 
nary glass. In sheet form, however, it can 
be obtained in colors. 

The show window, which is made of sheets 
of the material, framed in aluminum, is the 
enclosure for a large scale composition 
showing three important applications of the 
plastic: first, as a protective enclosure for 
airplane cockpits; second, as spray heads 
for motorboats; third, as a decorative ap- 
plication in the new Twentieth Century train 
of the New York Central. The composition 
itself is highly stylized and suggests a type 
of display which might be planned for a 
metropolitan department store. 

Although the window is large, measuring 
10 feet 6 inches by 20 feet, it embodies 
principles applicable to smaller windows as 
well. Its shape is perhaps its most out- 
standing characteristic, the nature of the 


transparent material making it possible to 
bend the enclosure in a graceful, curving line 
which sweeps out from the wall. 

The long, curved showcase in the exhibit 
is made up of small units which can be re- 
arranged in curves to vary displays. 

In seven small windows ranged along a 
wall, which is blank except for the trade 
names in relief letters, mechanical displays 
controlled by the visitor illustrate the prop- 
erties of the plastic material: clarity, flex- 
ibility, resistance to impact, light transmis 
sion, weight compared with glass, bending 
and sawing, and ability to be formed and 
polished. 

In the center of the room a piece of sculp- 
ture of the same material will be displayed, 
showing its use in a purely decorative de 
sign. 


As visitors enter the grounds of the New 
York fair their passage through the gates 
will be “rung up” on the largest cash regis- 
ter ever built—40 feet 6 inches in height— 
mounted on top of the National Cash Regis- 
ter Company’s unique exhibit. The register 
will revolve so that the figures—6 feet high 
and 74 feet in the air-—will be visible from 
all parts of the grounds. Besides the daily 
attendance, the attendance to date will be 
recorded. 

On the ground floor of the firm’s building 
the world-wide use of National cash regis 
ters will be portrayed in a series of six 
life-sized interiors from different corners ot 
the world. These dioramas are being worked 
out in minute detail with sculptured figures 
and exact reproductions of characteristic 
surroundings. The technique employed is the 








same as that used in the reproduction of 
wild life scenes for the American Museum 
of Natural History. 

The locales shown include Reykjavik, Ice- 
land—a typical trading post of the country; 
the figures on the cash register are in the 
currency of the country and a Reykjavik 
newspaper lies on a chair beside the “typi- 
cal housewife” who is making a purchase 
from the storekeeper; canned goods labeled 
in Danish are on the shelves; Cairo, Egypt— 
an antique shop; Buenos Aires, Argentine 
Republic; Rangoon, Burma; Paris; and 
Tokyo. 

In the center section of the building a 
cash register surrounded by all of its 7,000 
parts, under glass, will be displayed. The 
register on top of the building will be in 
gun-metal gray; the rest of the building 
is in white, with vermilion and aluminum 
accents. 


—lllustrative of the trend toward modernism 

in special exhibits for national advertisers 

are these two photographs of structures de- 

signed for Rohm & Haas, Philadelphia, and 

the National Cash Register Company, Day- 
ton, Ohio— 
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Spring Comes To New York 


Like the first robin, the current New York 
City window displays bring a welcome 


vision of spring to the eyes of winter-tired 
New Yorkers. Color plays an all-important 
role in the scene, as the new spring shades 
now being launched are impressed on_ the 
buying public through the medium of the 
window display and with the added appeal 
of spring flowers. 

Along with these prophetic signs of the 
mood of simplicity has de 
scended on the city. A single unit—usually 
garlanded the 
point in settings, or 
background 
Without so 


season, a new 


flowers—makes focal 
many of the window 
bold and striking 


is the dominant feature. 


with 


else 
effect 


some 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


many small and elaborate decorative props 
the windows seem larger and more airy and 
carry out the theme of fresh simplicity in- 
spired by this most gay and colorful season. 

“Match ’Em, Mademoiselle! Accents of 
Cyclamen on young Navy Blue” comments 
the fashion headline in a lovely window at 
Franklin Simon’s, which Display Director 
Beaumar Jaimes carries out in the cyclamen 
tone. (First photograph.) White enameled 
wire and cyclamen-dyed lace are imagina- 
tively combined to fashion the fragile rick- 
shaw and the dainty little parasol which 
shields its charming occupant. 

Little bows of white velvet ribbon are tied 
to the wheel spokes and the shirred lace is 


caught to the hub with a great cluster o 
cyclamen-colored flowers tied with a whit 
bow. Similar clusters are spaced here an 
there about the setting and provide the con 
trasting note to the navy blue costume 
Walls are finished in cyclamen and the ris 
ing floor covered in a matching fabric o 
velvet-finished jersey with a_ soft, ricl 
sheen. The fashion copy is lettered in whit 
on a translucent material over a backing ot 
dyed lace. The ethereal, feminine mood ot 
this setting is captured throughout the entir: 
series where such romantic vehicles as 
high-wheeled bicycle, a sedan chair, 
supply the central theme. 

Counterpart of today’s glamour girls ar« 
Lord & Taylor’s new “animated” manne 
quins recently introduced to the public in a 
series of spectacular backgrounds created 
especially for them by Dana O’Clare, display 
director. Of rough-finished, deeply suntanned 
plaster with sketchily drawn features, tip- 
tilted noses and flashing white smiles painted 
on, all were coiffed in the latest fashion in 
wigs of natural burlap. Twelve figures in 
all were used in the four windows, all tak- 
ing the gay, youthful, animated poses as 
shown in the second illustration, and dis- 
playing beach wear under the heading, 
“Outshine them all—Go Victorian for your 
Southern trip...” 

The setting reflects a_ rather 
conception of the Victorian theme, 
figures grouped around treetops and with 
their heads in the clouds. The ladder, fin- 
ished in pink and blue two-tone effect ex- 
tends from the lowered floor to disappear in 
the cut-out of the pink and white homosote 
cloud floating across the blue and white mot- 
tled sky background. Circular platforms 
finished in pink and white and bordered with 
moss and flowers are built around the rungs 
of the ladder to make the unusual display 
bases for the figures. 


Ctc., 


fantastic 
with the 


The tree is green fir 
plywood with several layers of green homo- 
used for the story-book and 
everywhere are flowers to add to the “pretty” 
Victorian mood. 

Display Director Samuel Blum puts. the 
colorful native atmosphere of South Amer 
ican ports right “on the map” to make novel 
background for a [ 
fashions at 


sote foliage, 


resort 
Bloomingdale's, as seen at the 
upper left, page 7. The cut-out map is made 
of heavy insulating board finished in a warm 
earthy tone on which tropical 
pueblos, little burros, and gay native pottery 
are painted in vivid colors. To 
more brilliant effect, these 
accented with actual clusters of 
flowers, bits of feathers, plumes, and col 
ored foil, with here and there a bit of glit 
tering costume jewelry. 


effects series of 


foliage, 


create an 
even painted 


scenes are 


—Upper display by Beaumar Jaimes, Frank- 

lin Simon's . . . at left, by Dana O'Clare, 

Lord & Taylor. (All photographs by cour- 

tesy of Worsinger Window Service, New 
York City— 
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This colorful panorama is viewed through 
a similarly cut-out map of aluminum wire 
mesh bound in colored braid and suspended 
a few inches in front of the background map. 
On this the names of the important cities 
are spelled out in sparkling rhinestones. The 
mannequin in her colorful play suit is posed 
on a plot of gleaming white sand worked in 
serpentine spirals. Gay native pottery and 


—Upper left, by Samuel Blum, Blooming- 
dale's . . . upper right, by Tom Lee, Bonwit 
Teller . . . lower left, by Sidney Ring, Saks- 
Fifth Avenue .. . lower right, by Tom Lee— 
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travel leaflets are intermixed with the ac 
cessory trim which balances the figure. 

A visit to the barnyard is another “chore” 
in the busy round of rural activities—real 
istically depicted by Tom Lee in his country 
week-end window series for Bonwit Teller 
The dilapidated wooden fence of patched and 
mended boards and chicken wire mesh is fin 
ished in a taded, weather-beaten gray with 
a light overtone of green, against which the 
bright flowering vines stand out in vivid 
contrast. 

\ stuffed rooster proudly surveys his 
rather limited domain while his mate pecks 





busily tor food in the straw matting floor 
The mannequin holds a few bright paper 
tulips from the assortment in the gray 
painted metal tub—her costume a blend ot 
soft pastel colorings. Other windows of this 
lovely seasonal group dramatize such simple 
pastimes as feeling the chilly thrill 
of a Spring breeze in your hair . seeing 
the litter of puppies at the farmer's ; 
wearing our new imported Linton Tweeds.” 

Sophisticated all-white settings were cre 
ated with distinctive simplicity by Display 
Director Sidney Ring, Saks-Fiith Avenue 


[Continued on page 45] 
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The City Of Light 


The world’s largest diorama—a colored, 
lighted, animated architectural model of the 
New York metropolitan area—will be pre- 
sented as their principal exhibit at the New 
York World’s Fair 1939 by the Consolidated 
Edison Company of New York, Inc., and 
affiliated companies. 

More than 4,000 buildings, studded with 
130,000 windows, will be shown in the dio 
rama, whose 204,000-watt illumination will 
require the most extensive model electric 
wiring job on record. Nearly a quarter- 
mile of brilliantly colored lines will repre- 
sent the city’s underground electric, gas, and 
steam networks, while the most complete 
model subway system yet devised, with 
trains designed for a “World’s Fair run” 
of 35,000 miles, will provide transportation 
highlights for the exhibit. Translucent gen- 
erating station models will suggest the 
transformation of coal into electricity, gas 
and steam. 

Described as a show, a spectacle, an in 
spired view of “New York, the City of 
Light,” in emotional appeal suggesting, the 
Hayden Planetarium, the exhibit will be the 
most elaborate work of its kind ever con- 


structed, combining by means of a totally 


new exhibition technique effects drawn from 
the musical, dramatic, and architectural arts. 
Designed by Walter Dorwin Teague, the 
diorama will be presented with striking 
sound effects in cycles dramatizing the con- 
tribution of electricity, gas, and steam to 
life in New York. Each performance will 
crowd into a cycle of twelve minutes the 
dramatic features of a twenty-four hour 
period in the metropolis. 

Breath-taking in sweep, the model’s length 
will be nearly that of a city block. Its 
height will exceed that of a three-story 
building. From skyline to subway it will 
provide a realistic picture of New York. 
Motion, light, sound effects and a musical 
background will be synchronized with nar- 
ration by means of electrical equipment. To 
heighten the spectacle’s dramatic interest, 
six-car subway trains, protected by block 
system safety switches, will speed under the 
city streets at the scale equivalent of thirty 
miles an hour. Miniature elevators will rise 
in Manhattan office buildings, to epitomize 
the extensive vertical transportation of the 
city. 

Times Square will blaze with light. Ocean 
liners will lie at river piers. Motor traffic 


will flow across suspension bridges from 
Manhattan to Brooklyn. Lighting effects 
will herald a mid-day thunder storm. There 
will be shown the gilding of skyscrapers by 
the setting sun. Transparencies will permit 
the introduction of a miniature stage produc- 
tion, a hospital operating room and other 
city life scenes, throwing into bold relief the 
part played by Consolidated Edison in the 
community. A “city of the future” preview 
will be introduced. 

A wealth of detail will contribute to the 
diorama’s realism. In the Coney Island sec- 
tion, roller coasters and ferris wheels will 
be seen in action. In the Queens area minia- 
ture World’s Fair buildings will be shown. 
In Manhattan, where the Empire State 
building model will rise 22 feet, numerous 
skyscraper reproductions will show the sky- 
line view. 

Certain of the Consolidated Edison Sys- 
tem properties will be shown in animated 
detail. These will include steam-electric 
generating stations, gas plants, and a steam 
station. Ample space is provided, for the 
diorama has been designed on the grand 
scale. Of the exhibit’s 37-foot height, 29 
feet represents the vertical distance between 
street-level and skyline, while an 8-foot sec- 
tion represents the underground. Occupying 
a floor space of 7,000 square feet, the dio- 
rama hall will accommodate 800 spectators 
at each showing. 

More than 100,000 man-hours of work by 
skilled craftsmen will go into construction 
of the exhibit, known to its builders as “the 
great diorama,” to distinguish it from other 


—These fellows could give Santa Claus a 
few pointers about clambering over roof- 


tops. They're busy on the world's largest 
diorama—a reproduction of the city of New 
York, to be used as the Consolidated Edison 
Company's display at the New York World's 
Fair. The finished diorama will be a block 
long and over three stories high. Construc- 
tion is by the Diorama Corporation of 
America— 








39 





ym 
ts 
$e 
by 
nit 
IC- 
ier 


he 


Cw 





FEBRUARY, 


1939 





DISPLAY WORLD 


exhibitions. Among the model makers are 
architects, draftsmen, “blow-up” men, car- 
penters, electricians, spray men, scenic art- 
ists, machinists, ship model builders, mu 
seum men, sculptors, and ornamental plas 
terers. Also electrical and mechanical engi- 
neers, designers, pattern makers, lighting 
experts, glass workers, steel workers, and 
sound effect men. Capable of modeling 
ocean liners, ferry boats, railroads, subways, 
suspension bridges, elevated highways, trans- 
mission lines, power houses, skyscrapers and 
cathedrals, these men bring to their diorama 
work the special training of the building 
arts. 

The Consolidated Edison exhibits will be 
housed in a building designed by Harrison 
and Fouilhoux, who designed the nearby 
perisphere and trylon, the exposition’s domi 
nant architectural group. A circular struc- 
ture of modern design, the building will pro- 
vide 16,700 square feet of ground floor exhi- 
bition space besides administration quarters 
on the second floor. It will be nearly 115 
feet wide by 300 feet long, and will have 
space for home economics displays as well 
as entrance, diorama, and exit sections. 

A spectacular building facade will be pro 
vided by a crescent shaped water screen, 
the only one of its kind ever erected. Flood 
lighted for night effects, presented against 
a dark blue background, 45 feet high by 275 
feet long, fountains will plume upward along 
the entire building front in a_ constantly 
changing water display. A “molten cascade” 
is the architect’s description. The waters 
of a reflecting pool, fronting on the fair’s 
Electrical Plaza, will mirror the building 
scene. The grounds will be extensively land 
scaped with birch trees planted around the 
pool. A bridge will lead visitors through 
the screen-like “Alice Through the Looking 
Glass” into the building. 

Besides the diorama, the exhibition struc- 
ture will contain a sequence of animated, 
three-dimensional exhibits intended to illus 
trate the part played by the utility system in 
metropolitan area life. Among these dis 
plays, designed to catch the visitor’s eye as 
he enters the building, is an “airplane view” 
map ot the New York area, occupying a 
wall space 52 feet long by 18% feet high 
Nine other displays tell the story of electric, 
gas, and steam service, certain of them 
dramatizing the work of “Bill Jones,’ who 
typifies the Consolidated Edison System’s 
40,000 employees. All of the exhibits within 
the building have been designed by Walter 
Dorwin Teague and Frank J. Roerda, asso 
ciate. Teague is the designer of the fair’s 
Ford Motor, U. S. Steel, National Cash 
Register, Eastman Kodak, and du _ Pont 
“Wonder World of Chemistry” exhibits. 
Under the supervision of Consolidated Edi 
son’s advertising department, the diorama is 
being built by the Diorama Corporation of 
America, Edward H. Burdick, president. 
Model railroad equipment for the diorama 
will be furnished by the Scientific Engineer- 
ing Company. 


—Details of the work are seen in these 
photographs, ranging from the placing of 
the steeple on Trinity church to finishing 
touches via the artist's brush and the spray 
gun. The diorama will be completely ani- 
mated—subway and surface traffic, etc. 
Some 204,000 watts will be required for 
the illumination— 
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Return To Spring 


As this is written, there is snow on the 
ground and the mercury is coquetting with 
the figure fifteen. But that is, of course, 
outside. In hundreds of display departments 
spring is already well on the way. Plans 
are being worked over for March and April 
promotions and routine displays, orders are 
being placed for sprays of dogwood and 
wistaria, for new background materials, 
plastic figures, buckets of paint in pastel 
tints: the thousand-and-one things which 
must be bought in anticipation of a changing 
season—especially one which has such a 
strong line of demarcation as does spring 
from winter. 

Undoubtedly a feeling of deep relief is 
being experienced by displaymen everywhere. 
Another winter is practically done—and all 
the enthusiasm brought out by a return to 
warm, sunny days is making itself notice- 
able. Then, too, this spring should be espe 
cially good from the angle of display in 
spiration. With two great expositions and 
a host of new fashions to draw on for ideas, 
display should be particularly intriguing this 


season. 

For sales, March and April rank eighth 
and fourth, respectively, among the months. 
The former produces approximately 8 per 
cent of the average store’s yearly business. 
Easter coming as early as April 9 this year 
makes March prospects particularly good. 


Among the events for this month are: Na- 
tional Children’s week, March 6-11; St. Pat- 
rick’s day, March 17; Girl Scout anniver- 
sary week, March 12-18; the official begin- 
ning of spring, March 21; in addition there 
are numerous affairs which offer a_ purely 
local display tie-in. 

April produces about 8.5 per cent of the 
average store’s annual business. The early 
Easter makes it possible to promote fashions 
after Easter, as well as before. Besides 
this, there are a number of promotions 
scheduled for the month, each well publi- 
cized, which offer excellent tie-in opportuni- 
ties. Among them are the opening of the 
New York World's Fair on April 30, Na- 
tional Better Homes week, beginning April 
30; National Baby week, also beginning 
April 30; National Baseball] week, April 2-9; 
National Foot Health week, starting April 
10; World Bridge Olympics, tentatively set 
for April 12; National Garden week, April 
16-22; Arbor day, the date varying in the 
different states; National Golf week, start- 
ing April 29, 

According to figures compiled by the Na- 
tional Retail Dry Goods Association, the fol- 
lowing ten departments will do an important 
percentage of their year’s total sales during 
the month of March, listed in order of per- 
centage : 

Woolen dress goods : silks and velvets; 


—Upper left display of garden equipment, 

by Louis A. Banks, The Hecht Company, 

Washington, D. C....H. H. Littell did the 

second window for L. Bamberger & Co., 

Newark, N. J. . . . Tweed sport suits were 

shown in a rather rural setting by Bonwit 
Teller, New York City— 
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—Directly at the right, an artificial flower 
setting by Allen W. Hinkel, C. W. Shearer 
Company, Wichita, Kan. . . . This is fol- 
lowed by “Head first into spring,"’ done by 
Joe Tilner, Campbell's, Santa Monica, Calif. 
. .. Pastels got full play in the next display, 
by Stewart Kintner, Fowler, Dick & Walker, 
Wilkes-Barre, Pa. . . . The final window, 
“Phantasy in blue mood,'' was designed by 
T. DeKalb Key, The Fisher Company, 


Tacoma, Wash.— 


patterns; coats, suits; millinery; junior and 
misses’ coats, suits; blouses and_ skirts; 
wash goods; neckwear; women’s shoes. 

These ten departments will be prominent 
in a similar manner in the month of April, 
being listed in the same way as those cov 
ered in the preceding paragraph: 

Millinery; children’s shoes; gloves; junior 
and misses’ coats, suits; blouses and skirts; 
coats, suits; women’s shoes; boys’ wear; 
girls’ wear; dresses. 

The importance of good, strong selling 
promotions in these two months should re- 
ceive full consideration—as should the dis 
play programs which will assist so much in 
putting them over. The photographs illus- 
trate a number of settings which have been 
used by prominent disp'aymen at this sea 
son of the year, each of them tested by actual 
installation, and each proving its merit 
through sales. 

At the upper left on the opposite page is 
a display of garden tools, seeds, and the like 
by Louis A. Banks, The Hecht Company, 
Washington, D. C. Neat and well-conceived, 
it has excellent attraction value. 

This is followed by a hurdy-gurdy fashion 
setting by H. H. Littell, L. Bamberger & Co., 
Newark, N. J. Pastels were used throughout, 
even to the flower-bedecked plaque bearing 
the newspaper advertisement reproduction. 

A rural atmosphere dominated the third 
window display, as used by Bonwit Teller, 
New York City. The properties were very 
simple—three mailboxes, two of them open 
to show accessories, and two clumps of 
stones. 

A mannequin in bright peasant’s costume 
sat at one end of the plateau in the display 
for artificial flowers seen at the top of this 
page. The window was the work of Allen 
W. Hinkel, C. W. Shearer Company, Wich 
ita, Kan. 

“Head first into spring” was the title for 
the next display, by Joe Tilner, Campbell's, 
Santa Monica, Calif. The 5-foot cut-out 
hand bore a papier mache flowerpot, 2'4 feet 
high, from which emerged a millinery head. 
Other hats were on sticks resting in other 
flowerpots. The box plateaux were finished 
in a rough stucco effect. 

The fashion window seen next was by 

Stewart Kintner, Fowler, Dick & Walker, 
Wilkes-Barre, Pa. Curved panels, painted 
yellow, were used as the background. The 
stepladder in the center was painted a shade 
of dusty rose, while the garden tools were 
done in powder blue. The water sprinkler 
was yellow, and garden gloves resting in its 
top were in various pastels. Overhead spot 
lights were used. 
“Phantasy in blue mood” was a corner 
window display by T. DeKalb Key, The 
Fisher Company, Tacoma, Wash. The sim 
plicity of the off-white background was re- 
lieved by draping the column in coral and 
Angelico blue Mousseline DeSoie. 
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Displays 


Spring is just around the corner and a 
few million men are looking forward eagerly 
to the comfortable sports wear and lighter 
apparel which the warm days will bring. 
Spring display will try to catch something 
of this feeling of relaxation after a dull, 
dark winter. 

One or two of these eleven displays were 
not designed especially for the spring sea 
son, but each window has something to offer 
in the way of an easily adaptable idea for 
excellent spring settings. 

Left hand column, top: a simple, but ef 
fective, shoe display by Charles R. Crawley, 
George B. Peck Company, Kansas City, Mo.; 
next, golfing ensembles as dramatized be- 
fore a natural color blowup of a beach scene, 
by George H. Wagner, J. L. Brandeis & Co., 
Omaha, Neb.; this is followed by a display 
of Jayson shirts in splendid contrast against 
a chalk-on-black-velvet background — again 
by George Wagner; the lower picture, at 
left, is of a display by Ted Miller, Garrett, 
Stuart & Sommer, Spokane, Wash., featuring 
Stetson hats. 

The familiar Esquire character is used 
with good effect in a hat window by A. T. 





pring 


Kalasky, W. B. Davis Company, Cleveland. 
Ohio, while below it is a spring setting for 
bamboo ensembles by John Flotten, Harris 
& Frank, Los Angeles, Calif—the suspended 
circle is of wire mesh. 

Picture frames for men’s hats are seen in 
the display immediately above, entitled “The 
new hat picture’—also by A. T. Kalasky. 

In the column at the right, the upper pho 
tograph is of an Interwoven display with a 
cosmopolitan touch—“Worn the world over,” 
with paper streamers descending from the 
bas-relief world—by Fred Rude, Baskin’s, 
Chicago; next comes a colorful spring win 
dow by Jack Dean, Brook’s Clothing Com 
pany, Los Angeles, in which hats are shown 
before a wall topped by a hedge and holly 
hocks; Del Heizer, Mabley & Carew, Cin 
cinnati, Ohio, chose “Coming events” as his 
slogan for a new season and an attractive 
display of formal apparel; last, but certainly 
not least, there is a foyer setting by Virgil 
Andrews, for Desmond’s, Los Angeles, in 
which the general treatment fully bears out 
the theme “Fresh as a daisy!” with back- 
ground paintings carrying through with the 
motif. 
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Who Are The Sure Winners 
In Display Contests? 


It is my firm belief that in all display 
contests there are two sure winners—your 
manufacturer who sponsored 

I'll try to explain my rea- 


firm and the 
the promotion. 
sons for this statement. 

think that 
display 


merchants should 


departments to 


I sincerely 
encourage _ their 
enter every contest they possibly can. In 
the first place, the merchant is always a sure 
winner because a retail display which has 
been carefully planned in detail, and with 
especially careful attention given to the 
merchandise to be shown, is bound to out 
sell the one presented in a hurried, run-of 
the-mill form. 

Second, in case the display director pro 
willner in na- 
alone is con 


duces a display which is a 
tional competition, that fact 
clusive proof to the merchant that his dis 
play department is on the right track—that 
it is doing its duty for the store and pro 
ducing the expected results from that part 
of the business. 

Third, it has created prestige for the firm 
an outstanding display—if it was 
good prize, it was good 
enough to create good will as well as sales 
for the retailer. Another advantage is that 
the display director feels that the time and 
trouble spent on the display have not been 
won additional recog 


through 
enough to win a 


in vain—and he has 
nition in the display field. 

To the manufacturer who has offered the 
prizes goes the biggest award. He hasn’t a 
chance to lose; the greater the amount of 
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By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 
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prize money, and the better he publicizes the 
promotion, the more displays of his mer- 
chandise during a given period will spring 
up throughout the nation. In other words, 
he receives such publicity for his products 
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(through display) and actually obtains such 
tremendous response in sales that he could 
not accomplish the same results were he to 
spend thousands of dollars in local or na 
tional advertising. 

That is why, year aiter year, you see the 
same manufacturers offering these prize con 
tests, and why year after year we see new 
ones coming up with the same promotional 
methods. The has proved 
itself in their eyes. 

The 
hinges on 
attention 


display contest 


prize-winning display 
three important factors: first, 
value; second, selling value; 
third, simplicity. Attention value is easily 
classified as it is found in a display that 
is striking enough to catch the 
the passerby. Selling value is an attribute 
by the dis 
sales, and by 
sales total over a 


secret of any 


eyes of 


whose presence is 
play registering immediate 
piling up a satisfactory 
given period of time. Simplicity is the 
quality in display arrangement through 
which the passerby can detect at a glance 
the various features you wish to bring out- 
without going into too much detail, which 
invariably kills the selling point. 

I will try, briefly, to explain some of the 


proven 


—Shown on these two pages are five of 
Staines’ displays which were awarded a 
total of $450 in national display contests. 
Aside from the monetary reward, Staines 
believes that such contests have material 
value both for the retailer and the sponsor 
of the promotion. He explains his points 
in the accompanying article— 
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—Three attributes must be possessed by a 
display in order to be a prize-winner, ac- 
cording to Staines. First, attention value; 
second, selling value; third, simplicity. (Note 
in the three displays shown on this page that 
practically the same background was used 
for each—only the center treatment being 
changed)— 


points about the displays shown with this 
article, though practically every displayman 
will see the salient factors immediately. 
Each one was a business-getter, as well as 
being a prize winner in a national contest. 

In the A. B. C. display, winner of a sec- 
ond prize of $100, note the simplicity which 
governs the setting. The words on the back- 
ground tie-in with the poster supplied by 
the manufacturer—which is in turn drama 
tized by the spotlight; the spot flashed on 
and off on the scene of the children going 
to school. 

The next photograph is of an electric 
range display which won the Modern Kitchen 
Bureau’s second prize of $200 ($100 each 
by the Bureau and by Westinghouse). In 
this instance attention was called to two 
outstanding features—the super-oven and the 
“Corox” economizer, both widely advertised 
in other media. To attract attention, a huge 
half-face with an electric eye which flashed 
on and off was used, two ribbons leading 
from the eye to the featured points. The 
rest of the selling job was done by the 
poster to which the half-face was attached 
from the rear. 

Printzess coats, winner of a first prize ot 
$50, featured the manufacturer’s large pos 
ter showing two princesses wearing the ad 
vertised merchandise. Two modern manne- 























such quins were clothed with the same styles, and 
ould the rest of the story was told by the show 
e to card. The background circle was cut from 
na wall board and covered with large mesh 
wire and cellophane, behind which was a 
the group of lilies. A cellophane “fountain” was 
con in the center foreground. 
new The “Debwin” display won a third prize 
onal of $50. The enlarged trade-mark of the 
ved manufacturer served as the focal point of 
the window. A large palette carrying the 
play words “The master’s stroke!” tied in with 
irst, the idea of having the blouses shown on 
lue; picture frames, with the signature of the 
sily “master” below each. Note that this dis 
that play’s background is the same.as that for 
of the coats, except for the center treatment 
pute in each case. 
dis The Rothmoor coat display, which won 
by a second place award of $50, used the words 
ra “Leads the coat parade” for a slogan. The 
the letters were cutouts, including the trade 
ugh name at the top of the center panel. In 
nce order to dramatize the idea, two mannequins 
it- were poised as if walking, each holding the 
lich leash of the traditional Rothmoor Scottie. 
\ third figure stood behind the wire mesh 
the { the background. 


[ hope that I have been successful in out 
lining my reasons for believing in the bene 
tits of display contests. Summing everything 
up, I know that when our department enters 
such a contest with as perfect a display as 
possible, our firm wins in increased sales— 
even if our entry fails to win, which, need- 


ss to say, has occurred many times! 








The commonplace window display can be 
likened to the poor, since it is with us 
always. Almost anyone can trim one. The 
unusual window display is quite a different 
kettle of fish. That is why it is unusual. 

The past three years produced some great 
changes in window display methods in cre- 
ating ideas, improved construction, and the 
embellishments that go with them to com- 
plete the setting. Fifth avenue windows 
here in New York City are good examples 
of it. I truly believe that these displays 
during the past two years have been the 
best examples of display work in the world. 
It is really marvelous to note what wonder 
ful settings are being produced in these win- 
dows with such a low expenditure—design, 
color, and embellishments being the main 
basis of these sets 

For this month’s display suggestions I am 
presenting unusual settings for women’s 
wear and footwear. These are quite original 
and out of the ordinary. They are all at- 
tractive, simple, and that should 
not be difficult to construct and finish prop- 
erly. 

First is shown a suggestion for a women’s 
wear background that is quite original and 
attractive as well. The main feature of this 
setting hinges on the large flower pot in the 
center of the window, which acts as a basis 
to present a blooming flower in the way of 


are sets 
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Iry Using the Unusual 
For Stopping Dower 


By G. ALVIN SMITH 
Display Specialist, New York City 








a smart looking mannequin dressed in a 
smart dress or suit of a very gay color. A 
base on which to place the figure is built 
inside of the pot, and should be up within 
2 inches of the top. It is to be painted a 
dark tone. Then place plants (real or arti- 
ficial) all around the base of the manne- 
quin. Also cut a design of leaves from 
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wall board; these in turn are to be painted 
to match the leaves in the pot. 

The units are to be arranged at each side, 
as shown, by inserting the ends into slots 
made in the pot. They then extend out to 
a decorative pedestal at each end of the 
window. The pedestals are surmounted by 
flat tops on which mannequins are placed. 
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The large circle in the center of the back 
eround (with side curved sections and top 
piece) is made of wall board braced at the 
hack and painted in a delicate shade of wil 
low green. The curved side pieces are oi 
wall board, also. The black space is backed 
up with a draped curtain in a harmonizing 
color. This sets back about 9 inches from 
the circle and side units. Colored lights 
are placed in front ot the curtain on the 
floor of the window. This produces a very 
striking effect at night. Five mannequins with 
the necessary accessories can be shown in 
this set without crowding. 


A footwear setting is shown in the large 
sketch on page 16. It can be produced at 
very low cost. Three plateaux constitute 
the main basis of the set, being made in the 
following manner: Two circles about 2 feet 
in diameter are made from 34-inch white 
pi.e boards. They act as a base at top and 
bottom, to which profile board is attached 
to form the outer surface. Height is left 
to your own judgment. Each unit contains 
a shadowbox built-in and lighted from the 
top. This treatment serves as an excellent 
provision for high-spotting certain styles you 
may wish to play up. The tops of these 
plateaux are surmounted with large cut-out 
tulips which support plaques on which shoes 
are shown. Mats of artificial grass combined 
with artificial tulips in various colors com- 
plete the unit. Placed over the top of each 
unit [ show a home-made reflector sus 
pended from the ceiling so as to throw the 
rays directly on the unit. A wallboard rib- 
bon cutout suspended from the ceiling with 
fine wire serves as a basis for suitable copy. 
This setting can be used in conjunction with 
any permanent or temporary backing. Addi 
tional footwear can be shown as you see fit. 

Simplicity is the keynote of the setting 
shown at the top of this page. It is also 
inexpensive, but attractive and _ practical. 
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Three plateaux, two panels, several sprays 
of seasonable flowers, the cut-out birds, and 
a curtained backing complete this set. Color 
will play the most important part in this 
display Care should be taken to see that 
it is carried out in several tones of blue 
mostly pastels—so as to produce a calm and 
restful atmosphere. The birds can be cut 
outs, painted and then attached to a strip of 
wall board painted to tie-in very closely 
with the color of the curtain. Placing a 
2-inch wooden block back of the birds pro 
duces a relief effect. Two or more figures 
can be shown in conjunction with this set 
without overcrowding, providing your win 
dow is 15 to 18 feet in length. 

For the retailer and display manager who 
is looking for an idea to show the new 
spring styles in women’s footwear, here is a 
novel setting that will do the trick. I have 





























adopted the hot-house as a basis of this final 
set and if worked out properly it will be the 
means of attracting a great deal of atten 
tion. The caption at the top will have a 
great deal to do with the success of the 


display. It will not be necessary to put 
real glass in the panels. You can use thin 
cellophane or leave them open. ‘The shoes 


are shown on stands which are dressed up 
to represent the long stems of flowers. Your 
regular shoe stands or specially made wood 
en ones will answer the purpose. An imi- 
tation grass mat can be placed on the floor 
The back of the window should be backed up 
with wallboard painted in a harmonizing 
color, such as blue or green in a subdued 
shade. The hot-house is flanked at each end 
with real potted plants and flowers. Pairs 
of shoes can be shown all along the front 
of the window as suggested at each side 
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From the smallest display shop or window 
department to the largest display production 
plant, economy is one of the biggest factors. 
It enters into the production of a small show 
card and is just as important there as it is 
in the production of a thousand display back- 
Every studio struggles with this 
from 


grounds. 
problem and continue to do so 


how well it is 


will 
year to regardless of 
operated. 
There are a 
large savings can be made and we have ac 
cordingly given considerable study to pro 
duction problems in our plant. While we 
are not perfect by any means, we have made 
considerable savings in the production of 
our materials should prove valuable 
to other shops. In this story we are out 
lining some of these economies. 
The most important one, and 
found that the greatest loss can accrue, is in 
the layout of the department for satisfactory 
production. Our unit has as great a variety 
of jobs as a display studio located in any 
large city. We have a considerable amount 
of artwork for advertising layouts, catalogue 
drawings for parts, etc., as well as the pro- 
displays, metal back 
units, convention § sets, 
and, 


year, 


which 


number of ways in 


which 


where we 


duction of signs, 
grounds, exposition 
show cards, display pedestals, fixtures, 
in fact, practically anything in the field of 
display. To do this we must be set up prop- 
erly, have ample room for production, and 
convenient working conditions for the men. 
In laying out a department, the most satis 
factory way for economical operation is to 
plan the department along the same lines as 
the production of the job. Ours is laid 
around the final assembly and shipping sec 
tion. In this assembly section 
warehouse raw that they 


same 
materials so 


Coleman 
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VI. PRACTICAL ECONOMIES 


By H. W. MORTON 
Lamp & Stove Company, Wichita 


near the center of activity and accessible to 
all parts of the department. 

In the little thumbnail sketch 
page 50 we have given a floor plan of the 
different You will notice that the 
carpenter paint 
room so that panels can be made up, wall 
board mounted in the carpenter shop, and, 
as they are finished, pass to the paint room 
with the least amount of moving. After the 
displays are painted, they are passed to the 
assembly still with a minimum 
amount of moving. At the same time the 
processed pieces for the display reach the 
cut-out letters can be 
entire displays pass on 


shown on 


sections. 


shop is accessible to the 


section, 


assembly — section, 


mounted, and the 
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to the packing and shipping unit where they 
are cleared on the various orders. The proc 
ess section is maintained a little apart from 
the rest of the department because of the 
space needed for drying of materials; also 
in this section there is very little going or 
coming which would raise dust to damage 
any process work. 

At intervals throughout the year thought 
should be given to departmental or studio 
layouts to see that production runs smoothly 
and with no lost motion. After all, one of 
the greatest losses can occur in moving the 
displays back and forth in the department. 
Ample space should be provided in all in- 
stances where production runs are made, for 


there is always the problem of starting on 
a production run and then having an emer 
gency job come through which must be han 
dled in preference to the one already started 
If a department is cramped for space, this 
means juggling the displays back and forth: 
the more these pieces are handled, the more 
liable is the chance of damage. When ample 
room is provided, jobs can run smoothly and 
economically. 

Equipment is another item that should b« 

[Continued on page 50} 


—Immediately above is a sectional view of 
the Coleman display department carpenter 
shop. Laid out in this manner, power tools 
and work benches can be switched easily to 
suit production. .. . At the left is a photo- 
graph of the assembly section and storage 
space for raw materials. Paint stock is 
easily accessible for the paint room and the 
stock of cut-out letters for the assembly 
section. This is a partial view, but note 
ample space so that work can be handled 
from all sides of the tables... . A diagram 
of the entire department will be found on 


page 50— 
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SEMI-PLEATED 


@ Lamiluxe is available in semi-pleated form that may be hand 
shaped to varying degrees of pleat-depth. Makes striking 
columns, pedestals, etc. when used with cap and ring sets, 
also smart lighted or unlighted panels, coves, and fan shapes. 


SEMI-FLUTED 


The semi- fluted style of Lamiluxe is shown at lower 
left. This popular innovation lends a modern deluxe 
atmosphere to any display creation. Lamiluxe is available 
in four pre-printed designs as also with plain surface. 
All styles may be had in white and six popular colors. 
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Determining Display DPolicy 


What's 


sauce for the 


goose isn't always 
\ indow 
There are many factors 
determine 


sauce for the 
gander! displays 
a policy 
this 
whether or not it 1s good 

people who pass by 
merchants, 


must have 


which control policy and 


Among the mass of 
the show windows of American 
there are several classifications of buyers 
You find Mrs. Impulsive Buyer, Mrs 
Premeditated and Mrs. Shopper 
very displayman must take into considera 
least three. 


Impulsive Buyer sees an item in the 


will 
Buyer, 
tion at these 

Mrs 
window or on the counter and immediately 
attracts her or it 1s 
Mrs. Premeditated 


purchases—hecause it 


something that is needed. 


) ¢ 
Buyer, perhaps an hour, maybe a day or a 


week later, makes up her mind and is now 
at the counter ready to buy. Mrs. Shopper 
looking at things, 
eventually Mrs. Impulsive Buyer 
or Mrs. Premeditated Buyer 

What are the that influence the 
impulsive buyer? Probably more than any 


is just walking around 


becoming 
factors 


others are the bargain price ticket, fashion 
ot the 


dise that 


hour, and the suggestion of merchan 
Display design 
can not add much to the bargain ticket, but 
it certainly can make use of the proper pres 
entation of the fashion and needed merchan 


is needed at once 


dise tactor These two must be constantly 
kept in mind 

What are the tacts that determine the dis- 
play for the non-impulsive buyer? The bar 
—Greenblatt displays stress furs both as 
apparel of beauty and luxury, and for prac- 
tical comfort. The peculiar display prob- 
lem of the South Bend fur shop is discussed 

in the article— 


By A. CLAIRE BALMER 
Greenblatts, South Bend 


gain ticket will only affect her when there 
has been enough confidence and _ prestige 
built up in her mind; then she will consider 
bargain and whether or not she 
The presentation of needed mer- 
will not affect her very 
much since she has already made up her 
mind concerning things she wants. How- 
ever, good display can show that your mer- 
chandise is of a better quality, value, or 
style than that offered by competitors, and 
from the fashion angle, display must truth- 
fully show her that it is authentic, lasting, 
and practical. From the foregoing, we can 
readily see that the character of the store 
is a very important feature of window dis 
play as far as she is concerned. The dis- 
play designer must present this quality and 
prestige every display. Mrs. 
Shopper, who eventually becomes one or the 
other, or both, is influenced mostly by com- 
parisons between stores. Actually, the store 
which offers the same at the 
same price, but in a much finer setting, will 


it at is a 
needs it. 
chandise probably 


angle in 


merchandise 


win out with her. 

Here at Greenblatts, furs 
sively, we realize that the majority of our 
customers are made up of the non-impulsive 
and we therefore plan window dis- 
Displays are meant to 
impress the looker with the quality of the 
merchandise, its desirability, and the charac 
ter of the institution. Also, because of the 
comparative lack of traffic of a specialty 
shop, window displays are made as impres 
sive as possible in order constantly to ac- 


selling exclu 


buyer, 
plays accordingly 


quaint the potential customer with the store. 
The illustration example of 
one of the windows designed to rationalize 
mind the importance of 
having a fur piece when seen in public. The 


below is an 


in the customer's 


cocktail lounge shows an occurrence in he: 
life, and arouses the desire to be fashior 
right at the next event, which no doubt sh« 
already has in mind. The plan is for he: 
to go home, to dream of both the occasio1 
which she has planned and the beauty and 
smartness of furs for that particular occa 
sion. 

In a companion window we presented thx 
idea of the need of a fur coat to keep warm 
This further added to the rationalization 
idea for furs and both windows then in 
volved the policy of selling furs as a neces 
sary item, rather than selling one particular 
fur garment. 

As to the technical construction of thes« 
two windows, the cocktail display used thre« 
spotlights of the focusing type. with the only 
other illumination composed of the two 
lamps on the cocktail tables and_ several 
bulbs behind the translucent panels to pro 
duce a soft glow. Around each window, on 
a 60-degree angle, black panels were ar 
ranged to form a frame. This accentuated 
the contrast of the window lights and added 
depth to the window. The 
frame, while not shown very well in th 
photos, contained descriptive cards of the 
One other inno 


considerable 


merchandise and store title. 
vation in the design arose from the fact that 
this window has two “visibility” points. The 
narrow side of the window faces the street 
and a complete view of the window is not 
obtained until the walks into. the 
foyer. The problem was to arouse curiosity 
with the front view and to bring the person 
into the foyer. This was done by a panel 
starting at the corner where the two glass 
panes join and curving back to the center 
of the window. This presented two differ 
ent scenes in the window. 


person 


same 
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Display columns of Beaver Colo Bent 
Boord. Base of flower panel is single 
piece Beaver Bent Board. 





Beaver Colo Boord background with 
appliqued flowers cut from Beaver 
Bent Board and Beaver Colo Board. 


SEE YOUR NEAREST DEALER OR WRITE 100 East 42nd Street, New York, N. Y. 


Cerlain-teed 


PRODUCTS CORPORATION ADDRESS........ Soot os en seancenndie tesses micas 
GENERAL OFF ICES e NEW YO a —— —e: 


DISPLAY WORLD 2| 






















































WINDOWS AND INTERIORS 


The new Beaver Boards can help you create effective, colorful EASTER 
displays. No Painting Costs . . . Less Construction Costs . . . use over 
and over again. SAVES REAL MONEY. Display departments every- 
where are using more and more 


BEAVER BOARD 








CERTAIN-TEED PRODUCTS CORPORATION 


Gentlemen: 
YES ... send me without cost or obligation your new illus- 
trated folder showing new display ideas using Beaver Boards. 






NA/MAE..... 
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Novelty Is Indicated 


By ERICH VON NOY 


Paul's Shoes, Inc., Dallas 


“In the spring a young man’s fancy lightly 
turns to thoughts of love’—so sings the poet, 
neglecting to add that at this season all of 
us, male or female, go through a somewhat 
similar metamorphosis. After the long 
months of winter we are eager for a change 

we turn eagerly to things which seem to 





symbolize the season; garden hoes, rakes, 
wheelbarrows, take on a new significance, 
reminding us of the warm days to come. 

It is a season of the year when a change 
in the method of display, the incorporation 
of light, airy touches of novelty into the 
window settings, is very welcome and eye- 
catching. New gadgets, kinks with new 
materials, a bit of fantasy—all have their 
value, providing, of course, that they are 
used with due attention given to good taste, 
and without being overdone. 

This spring we are following this reason 
ing, as the accompanying photographs show. 
The displays are first set up in complete de 
tail in the “experimental” window in our 
Dallas department before being approved 
and released for our eight stores. Each 
window is divided into three units, making 
six units in each store. 

With the exception of the metal fixtures 
shown, all the display pieces were made in 
our own shop. Some of the construction 
details are as follows: 

The flamingo is fashioned of wood, rope, 
a carved wooden head, and has a body cov 
ered with coral-color spring flowers. The 
monkey has carved wood for head and feet, 
arms and legs made of wire, and the body 
is covered with bark from palm trees. The 
two robins have wooden heads, bodies made 
of flowers, and “Cel-O-Glass” wings and 
tail. The flowers are attached to a wire 
covered with ™%-inch rope 
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All printed | 
n washable inks. 
Jnusually wide — — 
40 to 48 in. 25-ft. § 
olls—$1.50-to 
$2.00 roll. 


BOOK I 
| Specially constructed 
Paper with a velvet 
paint finish—has all ad- 
vantages of paint plus 
speed—no drying time 
necded—particularly 
Suited for pasting or 


laminating—27 gor- } 


8eous colors. Large 
size 40” wide by 25-ft. 
long—$1.50 to $1.95 
ber roll. 


i eens 
¥ Distributed by Lead- 


ing display houses and 
paper merchants every- 
where. Some territories 
open—distributors 
write to CLOPAY, Cin- 
cinnati, Ohio. 


4 
m 
ni ‘ 
bf +f 


| LAMINAY 


BOOK II 
An unusual and out- 


standing line. Patterns | 
already painted on a | 
paper base. Solve your j 


display worries with 
these pre-fabricated de- 
signs —100%@ washable 


—and velvet paint fin-.- } 
ished. Stripes, polka f 


dots, lace effects. 25-ft. 
rolls—$1.75 to $1.95. 


| Exceptionally low 


priced. Wide range of 
colorings and interest- 
ing fabric effects. Splen- 


| did for background and 


general use. Most all 


‘™ numbers 40” wide, 25- 


ft. rolls—50c to $1.10 
per roll. 


CLOPAY CORPORATION—De 


44 Clopay S« 
Ohi 


| « COVERAY 


Has baked-enamel fin- 
ish that is washable, 
grease-proof, resistant 
to practically all stains. 
Ideal for covering table 
tops, counters, shelves, 


5 window floors. Its 


wearing qualities will 
amaze you. Usefully 
wide ... 48” by 25-ft. 
rolls — from $1.50 to 
$2.25 per roll. 


DW 
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Two-in=-One Displays 


By RAY CHANDLER 
A. G. Spalding & Brothers, Chicago 


Not so long ago there began a trend in 
sporting goods window display policy which 
has now become pretty much standard prac- 
tice. I refer to the fact that formerly such 
retailers handled practically nothing but ten- 
iis racquets, guns, fishing equipment, golf 
clubs, and the like. Now they also mer- 
chandise sport shoes and shirts, ties, and 
| Ht related items. 

MENS & WOMENS = )))) eae ¢ This has necessitated a change in display 
| ie GOLF SHOE’, H Hi th ia ‘ methods, too, to keep pace with the new 
_ . ohelS | fm : : : custom, and it has meant better display for 

ders such stores as well. Where it used to be 








4 


possible to group golf sticks in a window, 
= —f interspersed with boxes of balls and a few 

-- QO. /T| price cards, the sporting goods displayman 

he HY now finds that he must present apparel as 

iY ams £4 Ee well. Hence we see the dealer in athletic 

’ : : 9. equipment becoming more interested in dis- 

m= me E 7 ihe 4 pi plays that rival those in department store 

’ ; and men’s wear windows, with shoe stands, 

shirt forms, backgrounds, and even manne- 
quins, 

Thus we find the so-called “two-in-one” 
display in which apparel receives its share 
of the window, with sporting goods given 
equal prominence. 

Fortunately the relationship of the two 
lines, which was responsible in the first 
place for the addition of apparel to the stock 
of the dealer, makes it easy to.correlate the 
combined items in a display. For example, 
a single display slant can be worked out 
which will embrace both; as in the case 
where style is made the major point of the 
window—stylish apparel, and sporting goods 
styled by experts in that particular field. 

In other words, such displays can carry 
merchandise appeal in preference to the usual 
light specialty appeal. 

Other slants which are worthwhile: per- 
sonal pride in keeping fit through healthful 
exercise—and in being correctly dressed for 
the sport; having the latest, most scien 
tifically designed equipment—and sports ap 
parel just as up-to-the-minute; the logic of 
purchasing sports wear from a retailer who 
makes a_ specialty of supplying athletic 
equipment. 

It should be remembered that practically 
every man loves sports in some form or 
other, and that there is a growing trend 


rIES toward actual participation instead of being 


merely a spectator. Another style point can 


4 55° be driven home here by displays which point 


ef 


























out that one can be comfortably dressed for 
a= golf, tennis, and other sports and still be 
BEAUTY i attractively dressed—without adding strokes 
aaa : ee to the round or destroying one’s sense of 
accuracy where the baseline is concerned. 
The three displays seen at the left are 
typical of this new method in sporting goods 
dealers’ windows, as set up at Spalding’s. 
leach is a double-duty, “two-in-one.” In the 
first two a slight predominance of equip- 
ment is to be noted; this is balanced by the 
reverse situation in the final display. The 
backgrounds have red and blue stripes to 
harmonize with the brightly colored mer- 
chandise. 
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By De SAULT 











—The design of department ''shops'’ depends largely on the size 
and location of floor space available. These designs make use 


of posts that would otherwise only be in the way. The posts DNDES 
SS 


serve as supports for the canopy tops—which in turn support 


signs and conceal lights— ee ie, 


"tnniaaeaacl | 2 
— oor 


if) NOTES 
Phen = 


—At right—the top and counters are circular, but 

counters are removed from the post to allow space 

for clerks. Names on the canopy are of cut-out 
letters mounted as shown— 








—Below—Another development of the canopy top 
and display counters surrounding the post. Shelf 
space in the front of the counters provides room 
for stock, easily accessible. The name is cut out 


and lighted from behind— 












































—Above—a more elaborate setting for a 
"post shop.’ It introduces a distinctive touch 
of modern design through the use of curved 
ends on the canopy, shelving, and counters— 











—At left—post surrounded with a wall board 

mask in third dimensional treatment. All four 

sides have recessed display spaces. Sales 

tables extend out from two sides of the post, 

paralleling the main traffic aisles. A very 

practical unit that does not obstruct the view 
through the store— 








—As a general rule, construction is done with 
wall board, painted in light colors. If the 
light colors soil easily, they can be repainted 
quickly and with little trouble or cost. Be sure 
to use a ready-mixed paint so that you can 
be sure of getting a color that will match— 
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DAMAGE - PROOF, lightweight, receptive to any UNSURPASSED for all types of cabinet 
finish, Douglas Fir Plywood is ideal for eye- work. Because they are split-proof, 
catching displays like this one. Use plywood 4” panels can be bent without 
on your next job. steaming to pleasing curves. 






re 


EASY TO USE! Either permanent or temporary 
backgrounds can be erected quickly and eco- 
nomically with sturdy plywood panels. 


* WEATHER-PROOF! This smart-looking, stream- 
lined service station ts built of Exterior-Doug- 
las Fir Plywood. Impervious to all weathe: 

9 Sek : , conditions, this type of plywood, Ex1T-DFPA, is 

Lo eee ; POG 8 a «nd also widely used for permanent outdoor signs. 


Plywood costs little, can be re-used many times! 


@ IF you want to put low-cost origi- | window use. For outdoor displays and 

nality and eye-appeal into your displays, | permanent exterior work, use the panels 

use Douglas Fir Plywood . . . those now trade-marked “EXT-DFPA”’. 

light but big, strong, split-proof panels 

of real lumber. Write for FREE Booklet 
Plywood can be cut readily into the Lumber dealers carry Douglas Fir 


most intricate patterns. It holds nails Plywood panels from 3/16 inch to 
and screws right at the edge. Sanded to 11/16 inch in thickness and in con- 
satin-smoothness, its surface takes vit- yenient sizes up to 4 feet by 8 feet. 
tually any finish. As they are damage- Write us for free copy of our Grade 
proof, plywood displays can be used Use Guide. It tells you the proper 
over and over . . . cutting your costs. grades and types of plywood to meet, 
The wallboard grade, now plainly your particular problems. Address 
trade-marked “Plywall’, is used by Douglas Fir Plywood Association, 
most display men for both interior and Tacoma Building, Tacoma, Washington. 
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Silk Darade Winners 


The first prize winning window in the 1938 
“Silk Parade” contest, by Charles R. Craw- 
ley, George B. Peck Company, Kansas City, 
Mo., dramatized the theme “In Tune with 
Silk,” featuring silk prints cascading from 
grand 


simulated baby 


cards in the form of 


the keyboard ot a 
Three 
notes of music carried the words “National 
Silk Parade.” The fact that the 
that the materials 
within the 


piano. display 
window 


was a stopper and used 


in the display Were resources ol 
almost any size store, added to its interest 
(Seen in upper left photograph.) 

R. H. Macy & Co., New 
the first to do a Louis Xi\ 


piece goods at a time when 


York City, was 
window in terms 
of luxury silk 
the influence of this era was being promoted 
in ready to wear. In a window of silk fab 


rics for which Irving Eldredge was awarded 


velvets, silk 
wert 


sumptuous silk 
taffetas, and silk-and-metal 
shown spilling from the windows and doors 
(Upper right 


second prize, 


brocades 


authentic sedan chair. 


of an 
photograph.) 

The use by J. W. Robinson Company, Los 
\ngeles, Calif., of store figures to display 
silk piece goods dramatized this store’s suc 


cess in selling quality goods through fash 
ion and suggesting finished garments. “The 
\utumn Silk Picture” was the title of Har 
vey C. Pettit’s window presenting the eve 
ning picture through store mannequins posed 
behind hand-carved oval frames to simulate 
oil paintings. 

The Namm Store’s display manager, J. E. 
Walter, showed ingenuity in his adaptation 
of the theme of the National Silk 
Parade poster to a rectangular window. The 


oblong 


display reproduced in silk crepe the colors 
featured in the poster, and included the pos- 
ter itself as well as the poster of the con- 
celebrated Retail Demonstration 
Week. This Brooklyn store was awarded 
fourth place. The entry is the center photo 
graph in the right hand column. 

The fifth prize winning window was en 
tered by W. A. Gray, Lansburgh & Brother. 
Washington, D. C. Lengths of silk piece 
goods were draped from an enormous hand, 
symbolic of hand-sewing, reaching into the 
display from above. 

The window design of Frank R. Splan, R 
H. White Company, Boston, Mass., which 
won sixth prize, tied up with dressmaker 
and home-sewing by its use of enlargements 


currently 


of scissors, spools of sewing silk, needles, 
etc., as well as of silk piece goods. 
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BUTTRESS DISPLAY BOARD 


NEW, STARTLING, BEAUTIFUL 
MOTTLED EFFECTS 


ROSE — LILAC — BUFF 
LIGHT GREEN — BLUE 


These are outstanding, inexpensive and will make your windows 
look like a million dollars. 


Made in one size only, 8 feet high 3 feet wide. Your jobber has 
these for prompt delivery. 


TRU-SET, THE PERFECT PRICE TICKET HOLDER 


A great time saver—just a second to insert. Leaves no mark or puncture. 
SILVER or GOLD finish. The most practical and least expensive thing of its kind 
ever produced. 





Your jobber will supply you—Send direct for samples. 


CHAS. F. JOHNSON, 810 S. Spring St., Los Angeles 

















TEXOLITE HAS WHAT \ OU WANT! 


@ Texolite* is a development of modern paint chemistry—a 
paint with which you can secure colorful, fine appearing, durable 
decoration at a cost so low and at a speed so fast that it will 
amaze you. 


WIDE RANGE OF COLORS Texolite comes ready- 


mixed in 10 i , soft-hued pastels and 9 brilli 
Check these points—thentry Texolite for yourself. See if youdon’t wondagiiane delicate, so mer PRS ane 'S wiitinne 


find it the finest background 
material you’ve ever used. 

Texolite reflects light to a 
degree equalled by few other 
paints. 

Texolite dries quickly—in 
less than an hour over most 
surfaces. 

One coat of Texolite usually 
completely hides—ideal over 
wallboard and plaster. 

Texolite will not turn yel- 
low, crack or peel because of 
sunlight. 


United States Gypsum Company 


300 W. Adams St., Chicago, Il. 


*Registered Trade-Mark 





deep colors. With the Texolite Deep Color Mixing 
Guide you can accurately, time after time, secure and 
match over 40 other variations of standard colors. 

Send today for the Texolite Deep Color Mixing Guide 
—and the 40-page book ‘‘Modern Principles in Paint 
and Decoration’’—and learn how you can save both 
time and money on your next job. 





U,S 


UNITED STATES GYPSUM COMPANY 
300 W. Adams St., Chicago, II. 


Send me without charge — Texolite Deep Color Mixing Guide 
0 40-page book “‘Modern Principles in Paint and Decoration. 


O 














DISPLAY WORLD 


FEBRUARY, 1939 


Adhering To One Style 


card 


little 


\t first thought, designing a show 


Is apt to being ol 


impress some as 


importance, and with good reason perhaps, 
ince its mission in the scheme of display 
simply to convey a bit of sales copy. Some 
that the 


lettering are not required in de 


will argue “why’s” and “what's” on 


layout or 
a display card, since its importance 


relation to. the 


signing 
is always” subordinated in 
main features of a display. It 1s not always 
that 


believe 


makes a successtul 


thought 


“art for art’s sake” 


caretul and 


this important 


show. card ] 


study should be given and 


interesting subject 


The successful show card, whether it 1s 


used in a display of expensive jewelry, cloth 


ing, oF hardware, 1s successful 


primarily becaus« 


a display ot 
it is based upon carefully 
expressive letter 


constructed layout choice, 


ing, or the use of some decorative quality 
effecting the sale 
should be kept in 
appropri 
used 


that has its 
of the 


purpose in 
merchandise It 
mind that 
ate to the 

Isn't it 


these elements must b¢ 


with which it 1s 


that a 


message 


important show card. be 


By ANTHONY BRINKER 
Marietta, Ohio 


that will suggest the 


merchandise 7—for 


designed in a manner 
example, 
women. Here 
manner 


every 


appeal of the 
a display that appeals only to 
the card should be designed in a 
that will appeal to the feminine taste. 
card should be an investment ot 


There is no denying 


SHOW ones 


own good judgement. 
that the success of most displays depends to 
some exient on the show cards, and tor this 
reason it is important that they be in keep 
ing with the atmosphere of the merchandise. 

\lmost all definite 


of display 


adhere to one 
This would 


follow 


Stores 


style card. seem a 
one 


method to when 


fact that 
have a 


most desirable 


appreciates the using cards 


which pronounced re 
individuality ot 


illus 


throughout 
semblance, secured by the 
lettering, layout, color, or the use of 
trations, will in time become one of the iden 
tifying characteristics of a store’s displays. 
lf a main 
tained at all 
this follows closely 


continuity of style is 


taken 


certain 


times, it 1s for granted 
the quality of the mer 
chandise or 


display. It is possible that a card can cre 


the general air created by the 


ate an aura of quality by its appear 
which in turn is 
This is an important thought, 


Very 


ance reflected upon the 
merchandise. 
mean the 


failure of its purpose 


and may difference between the 
success or 

In the accompanying 
group of cards that have a 
ness of style due to their interesting treat 
Small illustrations of a rather trivo 


nature are sketched at the 


photograph is a 
certain fresh 
ment. 
lous tops of the 
cards. A generous amount of white space 
has been left around the copy. The illustra 
tions and lettering were done in black and 
The only color used was the gray 


inch 


white. 
board, mounted on the backs, with a % 
border extending out all around. The ad 
suggested the humorous 


these 


vertising 
treatment in the 


Mason With 
McAlpin's 

W. T. Mason, formerly with McCreery’s, 
and Boggs & Buhl, Pittsburgh, Pa., has 
joined The McAlpin Company, Cincinnati, 
Ohio, as display manager. 


copy 


design of cards. 
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Some of the country’s foremost 
display managers said: 


they make other mannequins 


look old - fashioned! 


The Faces .. . the distinguished kind that most 
women admire. (We used America’s leading society 
women as our ‘models.’) 





More “Action” ... the suggested motion in both 
standing and sitting poses gives utterly new, nat- 
ural beauty to garments which drape perfectly. 


New Proportions . . . to fit 1939 ‘graceful styles.’ 


12 new models in the “Society Group”... all with 
new hair and eye treatments. 50 Mileo manne- 
quins in all ... Women’s, Misses, Juniors and new 
HE-MAN figures! 


P.C. MILEO 


Creator — since 1900 


7 West 36th St. New York, N. Y. 
Near Fifth Ave. Wisconsin 7-7618 


YOU BUY DIRECT FROM THE MAKER — AT MILEO 





Photographs can't do justice ... 
YOU MUST SEE THEM to really 
appreciate them. By all means 
visit us soon—before you buy 
any mannequins! 














New Lamp Introduced 


For "High-Spotting" PRODUCING 


The Birdseye Electric Company, origi 


nators of inside-silvered incandescent lamps, 
has announced the introduction of a new 


lamp for high-spotting and color lighting. 


The new product, which will be known as FOR THE DEALERS 


the “Super-Spot,” throws an extremely con 


centrated beam and is said to be ideal for [ ] NoSeam Paper---107' and 


high-spotting featured merchandise. It is 
made in 150-watt size and, according to the 843" Wid 

manufacturers, EK. T. L. tests show that it - 1ae 
produces light intensities of over 300 foot 


candles at a distance of 6 feet. For color [ ] Heavy Weight Woodgrain 


lighting, the “Super-Spot” is used with a 


color clip that fits right over the end of the Papers---52" Wide 


bulb and contains a glass color filter that 


can be easily changed. In most cases the a i - 
3irdseye bellows type swivel socket is used [ ] Fabric Panels---80 Wide 


with the “Super-Spot” to give full direc 
tional flexibility to the beam. The inside 


reflecting surface is of real silver and the Send for Our New Spring Catalogue 


filament is of especially rigid construction, 


making possible an average guaranteed life 
i opante COY-DISBROW PAPER CO., Inc 
*9 * 


St. Louis Club DISPLAY DIVISION 


Btects Officers. 686-690 GREENWICH ST. 


NEW YORK CITY 





The following otheers have been elected 





ior 1939 by the (greater St. Louis Display 

Mendy heer e elt orth Hae WINDOW DISPLAY 
? a en neve oO an secretar 

E ee Guin Weemr Comer MATERIAL 


Garrison-Wagner ompany ; 


treasurer, J. Stoppenbrink, ¢ | William BECKER SIGN SUPPLY CO. 


Shoe Co anv: sergeant-at-arms, Clyd 
_ ame a _ 314 N. Eutaw St. Baltimore, Md. 








Bram, Boyd's 





SEE THE NEW 


BRISCHOGRAPHS 
at your dealer or write 
The Brisechograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 











Title Registered U. S. Patent Office 


rt 


Combined with 

MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every M 
THE DISPLAY PUBLISHING COMPANY 


aVenlalate hi '@),) 


nth by 
or 


H. C. MENEFEE 
NATHAN 
R. C. KASH-E 


OUR PLATFORM 
The Development of Window Display Adver- 
tising. 
More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
Appreciation of Display'’s Power in Merchan- 
dising. 
Absoiute 
Columns. 
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Our Editorial 


Independence of 


What Does Advertising 
Mean To Your Budget? 


Are you willing to spend 45 cents to save 
$152 Of course you are—if you know the 
facts. Sometimes advertising 
miracle like that. 

Ten years ago a certain camera sold for 
$30. It advertised extensively, 
increased, and overhead costs were reduced. 
Now, with larger production, the manufac- 
turer is able to operate more economically 
and to sell a_ better for $15. The 
advertising cost amounts to 45 cents for each 


performs a 


was sales 


camera 
camera. The saving to the customer is $15. 

In a similar way, advertising has helped 
to lower prices in many other specific cases, 
including display and material 
Yet occasionally we find individuals who 
think that advertising represents an extra 
cost, something that added to the 
price of what you buy. , 

Everybody knows, of course, that advertis 


equipment 


must be 


ing costs money and that it 1s used to help 
sell goods fact that 
good advertising sells goods so well that it 


Less known is the 
is one of the cheapest ways of selling them. 
This is one of the reasons why it is possible 
to sell well-advertised 
price than if they were not advertised. 


goods at a_ lower 

Then there is the other important reason. 
\s advertising builds the volume of 
a company, it makes manufac- 
turing possible, and that reduces the cost 
of making each article. Your budget gets 
the benefit of the savings that advertising 
effects in the costs of selling and manufac- 
turing. 

When you see consistent advertising on a 
given product, it is perhaps only natural to 
assume that you have to pay for it when 
you buy the advertised article. But think 
how little this cost really is when spread 
over the large number of units sold through 


sales 


large-scale 
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the advertising, and how large a saving this 
makes in the total cost. For example, on 
one of the most widely advertised soft drinks 
the advertising cost is less than one-fiftieth 
of a cent per glass. 

Lumping together all the advertising in 
the country, the total expenditures amount 
to less than 2 per cent of the value of all 
goods sold. This is very small in compari- 
son with other selling and distributing costs. 
The Department of Commerce estimates that 
in 1935 the total cost of distribution was 
28 per cent. So it appears that the total 
amount spent for advertising is only one- 
fourteenth of the whole cost of distribution, 
despite the tremendous savings such adver- 
tising makes possible to you. 

If no money were spent for advertising, 
the cost of selling and distributing would 
be far higher than it is now, and prices 
would have to be higher. A smaller volume 
would be sold and produced, and this would 
mean less employment and “bad times.” Ad- 
vertising puts many an additional dollar in 
your display budget each year, 

That is one reason why we say, “Patron- 
ize DISPLAY WORLD advertisers.” Their 
advertisements, and the sales that result, 
make it possible for you to buy better dis- 
play material and equipment for less than 
you would have to pay otherwise. Your pat- 
ronage help them, and the 
entire industry. 


will yourself, 


Increasing Display Interest 
Shown By Consumers 

Perhaps one of the 
individuals is 
selling his 


most conspicuously 
the free 
lance work to a dozen 
different publications. He has to be thor- 
oughly in tune with what the public wants to 
read about; otherwise there is no market for 
Consequently when we find that 
number of articles dealing 
being published by con- 
sumer publications we can safely assume 
that it is because the public is really in- 
terested in the subject. 

Within the short span of a few months we 
featured in such maga 
zines as Life, Fortune, and others, the most 
recent being Collier's, the justly-popular and 
alert weekly, which devoted considerable 
space to a really interesting article on dis- 
play as seen by the layman. A number of 
singled out for special notice 
because of their use of interesting display. 

Different factors enter into this in- 
creased interest by the shopping public. The 
era of dramatized display started it, and the 
innovations such as surrealistic settings, 
with current events, elaborate insti- 
tutional windows, and the addition of sound 
and motion to otherwise static displays have 
all had a contributing part. 

Never before has it 


abreast-of-the-times 
writer 


his wares. 
an increasing 
with display are 


have seen display 


firms were 


tie-ins 


been so easy to sell 
via display, for never before has the con- 
sumer been so eager to cooperate with the 
medium; the shopper looks at displays now- 
adays because they are interesting and dra- 
matic. They are worth the time necessary 
for their appraisal. 

In the words of W. L. Stensgaard, “The 
year 1939 should be America’s greatest year 
to date in retail showmanship—all of which 
means more opportunities for display, and 
everything in it or about it.” 


FEBRUARY, 1939 


Cylindrical Lanterns 
Highlight Exposition 


Adding a further note of warmth and wel- 
come to the elaborate night scene that will 
convert the daytime gaiety of the Golden 
Gate International Exposition to a glowing 
picture of pageantry, will be the high-reach- 
ing cylindrical lanterns gracing the Court of 
Pacifica and other points on Treasure island. 

Almost as striking by day as by night, 
sixteen of these imposing lanterns are 
ranged about the court. Soaring aloft to a 
height of 86 feet, they make up a cylinder 
approximately 75 feet high and 5 feet in 
diameter. Hung over a framework consist- 
ing of a stout steel shaft carrying steel 
hoops, is the heavyweight canvas, treated 
with glyptol. Translucent but not trans- 
parent, the cylindrical lantern appears as 
an amber shaft in the daylight; by night, it 
glows like a pillar of soft amber fire. 

The light source consists of 200 60-watt 
lamps, their bases screwed into sockets se- 
cured to the central shaft. Completely as- 
sembled, each lantern weighs 2,400 pounds, 
and requires 180 square yards of fabric, 
and consumes 12 kilowatts of current. Other 
lanterns, of smaller sizes, are found in other 
localities on Treasure island. 





Display Talks Included 
On N. R. D. G. A. Program 


Albert Bliss, president, Bliss Displays, 
Inc., New York City, and Morgan E. Man- 
chester, president, Harry S. Manchester, Inc., 
Madison, Wis., spoke on various phases of 
display at the recent convention of the Na- 
tional Retail Dry Goods Association in New 
York City. Bliss’ address will be given in 
full in an early issue of DISPLAY WORLD. 

Manchester discussed display in small 
stores, describing it as an element in store 
personality. He stressed coordination of 
lighting, fixture layout, interior color scheme, 
window display, seasonal decoration of de- 
partments even the appearance of em- 
ployees. 


Minneapolis Club 
Elects Benson 


At the January meeting of the Minneapo- 
lis Display Guild, Harold Benson, The 
Leader, Inc., was elected president of the 
organization. He will be assisted by Lyle 
Mix, M. L. Rothschild & Co., vice-president ; 
Wray Gilliam, Young-Quinlan Company, 
secretary, and Victor Bergseth, B. & B. Dis- 
play Company, treasurer. 

On January 26 the Minneapolis group, 
with the St. Paul Display Club participating, 
enjoyed a sleigh party at a “dude ranch” a 
short distance from the city, this being fol- 
lowed by a dinner and dance. 





"Profitable Showmanship” 
Is Title Of New Book 


Kenneth and Zenn Kaufman, au- 
thors of “Showmanship in Business,” have 
just released a second volume, entitled 
“Profitable Showmanship.” Following much 
the same path outlined in its predecessor, 
the new book gives many illustrations of 
using Barnum’s tactics to secure bigger sales 
through dramatization. 


Goode 
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— NEW ECONOMY ROLL—4 ROLLS IN ONE 
toa You can now save money on Display Corrugated yet have the 
nder same brilliancy in color, rigidity and good quality required for 
t in effective displays. The makers of CORRODEK, have now found 
siet- the solution by reducing the manufacturing costs without chang- 
iia ing the quality. 
ated The solution is simple—combine into | roll the same material 
: formerly wound into 4 separate individual units. | roll, | carton, 
ans- replaces 4 operations and 4 cartons. 4 times the quantity in 
; a one continuous piece, at only 3 times the small roll price— 
it, it 25% saving. 
Available in these widths: 
watt 30 inches by 160 feet—400 sq. ft. 
; se- 48 inches by 100 feet—400 sq. ft. 
as- 60 inches by 80 feet—400 sq. ft. 
inds, 72 inches by 100 feet—600 sq. ft. 
bric, Complete stock ready for delivery in 18 brilliant, fast-to-light 
ther colors. Handy printed guide line backing on the 30, 48 and 60” 
‘ther widths. Heavy .015 board backing on the 72” width. 
These handy Economy 
Rolls not only save money Send for Free Samples 
but eliminate material : ’ 
waste—no short ends or New Price Line-up and 
left over gem a Color Swatch. 
lines tinuous roll to cut trom. Write Dept. DW.2 
fan- 
Inc., 
a SHERMAN Paper Propucts CORPORATION 
Na- NEWTON UPPER FALLS MASSACHUSETTS 
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oe LADIES — sculptured and posed for sportswear and bathing togs 
Lyl P cae 
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any, ; ‘ 
Dis- CHILDREN—to show their playsuits and beach togs perfectly 
oup, All mannequins perfect for street and evening wear as well 
ting, 
a a 
fol- 
NEW YORK SHOWROOM 
) S. RALPH GILBERT in charge 
au- 101 WEST 27th STREET 
rave NEW YORK, NEW YORK 
auch Home Office MILLINERY HEADS 
er CARRATA COMPANY Ea DISPLAY FORMS 
sie 1025 West Seventh Street NEW NOVELTIES FOR 
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Skillful Use Of Fantasy 
“Otello”? Settings 


Marks 


Saks-Fifth Avenue, New 
who has been responsible for so 
technique, in 


Sidney Ring, 
York City, 
many innovations in display 
troduced a relatively new approach in a re 
windows which tied-in with 
Not surrealistic, not 


displays, but 


series of 
the opera “Otello.” 

strictly merchandising 
between the 


cent 


some 
would ap 
Each had 
a welcome touch of restrained fantasy from 
a com 


thing two extremes 


propriately describe the settings. 


a source which seems to open up 


pletely new supply of display ideas. 
Quotations from the lbretto of the opera 
were the only copy used; these excerpts were 


chosen for the ease with which they could 


be translated into a pictorial treatment. 


The large frames were actually photo 
graphs taken from old engravings and repro 
duced on cloth in a_ striking red-purple. 
All properties were shaded in a pen-and-ink 
them part of the 


make seem 


relief. 


technique to 
picture, in 
In the large illustration the quotation was 
“Already the planets ardently descend into 
the sea; late is the night. Come, Venus is 
splendid !” 
The planets and wire, 


were ot plaster 


diminishing in size in the distance until they 
into the sea—represented by a 
an old sea-monster print. 
This was a 


descended 
sepia blowup oi 
The clock tells the “late hour.” 
very rare wooden clock, with its face cov 
ered with torn paper and shaded in the pen- 
and-ink technique. The planet rays were of 
wire. 

In the illustration at the right the large 
heart was of hand-carved balsa, caught in a 
gold metallic thread that filled the 


was placed the 


web of 
opening and behind which 
mannequin. The quotation was: 

“This is a spider’s web wherein the heart 
enmeshes itself, languishes, and dies.” 

The next photograph is of a display for 
which the quotation was: 

“The world is roused by the wind’s trum- 
pet: the tremendous mouth shrilling in the 
head of the North 
trumpet whose 
blasts were wire. A globe repre- 
sented the earth, with a plaster ear at the 
trumpet’s mouth. In the lower right hand 
corner another plaster ear hung on a 
plaque, painted flames indicating its distaste 


plaster 
sound a 


sky.” Here a 
wind appeared to 


made of 


for the furor. 


Still another display had for its theme: 
“Splendid is the sky; a breeze 
dances, the flowers smell sweetly. Joy and 
hope and love sing in my heart.” The heart 
was again symbolized by a carved balsa re 
production, covered with sheet music. Wire 
rays led from the heart to the mannequin’s 
bosom. <A picture, on cloth, hanging at the 
right background was a sepia blowup of a 
girl dancing on fluffy clouds. On the frame 
of the picture hung a large plaster nose, as 
if smelling an immense flower composed ol 
various smaller flowers and leaves. 
According to the comments of many whi 
with their element ot 
connection with a grand 
relief from the 


gentle 


saw the displays, 


poetry and close 
art, they 


ordinary settings. 


were a welcome 
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School Holds 
Exhibition 

The fifth annual exhibit of students’ work 
vas held January 24 by the Broadway 
School of Display Arts, New York City. The 
displays ranged from show card work and 
iriginal designs to completely trimmed win- 
dows. 

J. Allen Bramson, director, has announced 
an addition to the regular course of study. 
[his will consist of classes in merchandis- 
ing and advertising, under the supervision of 
Louis Gehring, formerly with I. Miller & 
Sons, and the Gunn-Mears Advertising 
Agency. 


New Spadea Mannequin 
Unveiled For Press 

The first showing of Jean Spadea’s new 
figure, “Sister Ann,” took place at a special 
press exhibit on January 26. The mannequin 
was modeled from Ann Hutchinson, a recent 
graduate of Models Preferred, New York 
City model school. The new figure shows a 
more feminine line, with slightly sloping 
shoulders, slightly accented bust-line, smaller 
waist, and fuller hips. 








Atlas Display Products 
Increases Personnel 

Atlas Display Products, Inc., Cleveland, 
Ohio, has increased its personnel and has 
added to its manufacturing and jobbing lines 
in anticipation of an increased volume oi 
business in 1939. The firm recently decided 
to feature its “Youthline action forms” for 
this spring, including as part of the cam 
paign a substantial price reduction. 


Maxwell Corporation 
In New Location 
The Frank D. Maxwell Corporation, which 
for many years conducted the Display Cen- 
ter at 1440 Broadway, New York City, has 
moved to new quarters with greatly in 
creased floor space and sales facilities. The 
new location is at 240 West 40th street. 


Schlange Establishes 
Own Business 

George Schlange, identified for a number 
of years in the display field in selling capaci- 
ties, has opened a new business in aluminum 
foil and decorative papers at 20° West 22nd 
street, New York City. He will specialize 
in marketing to display jobbers and dealers 


H. W. Morton 
In California 

H. W. Morton, display director, Coleman 
Lamp & Stove Company, Wichita, Kan., has 
heen in San Francisco for the past several 
veeks, supervising the installation of his 
firm’s exhibit at the Golden Gate Interna 
tional Exposition. 


New Catalogue Issued 
By Academy Of Display 
\ very interesting catalogue has just been 
‘leased by the Academy of Display, New 
ork City. It describes the school’s course 
study in complete detail. A copy is 
vailable on request. 
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THE ONE-HAND 
TA CKER ) 















SHNESS 
FRE ANTEED 
gy DOUBLE 
CELLOPHANE 






Better Way 
fo Tach Up 


POINT-OF-SALE 
ADVERTISING ............ 


One-Hand Tacker 






1 ip okboekaty Make your windows more attractive—more effective. 
Get them into selling action hours earlier! Use the Kling-Tite 
Automatic One-Hand Tacker—the modern way to install displays, tack 
posters, placards, etc. Operates fast as you grip. Self-contained, 
ready for instant, constant use. WF Ask for Folder 




















/ ree Sampli S 






@ Smooth Texture 
“e New Color Versions 
——@ Satin Finish 

agoh/ —@ laminated Middle 
ee esabure-ooFell 4 Ply Thick 
IMPROVEMENTS-@ Fu y Thickness 
~~e Speed Surface 
~e Perfect Erasure 
PRICED TO FIT YOUR BUDGET.. 


G Product of, 
CHICAGO CARDBOARD COMPANY 
666 Washington Llvd . Chicago, Ml 


on Request 
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Timely Timely Display I Ideas... 
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—Below is illustrated a display unit that will draw 
eyes to the shoe sale window. It is built up of wall 
board, the doors opening outward and being at- 
tached to the sides. The comical shoe cutouts ex- 
tend through the doorway marked "Exit" and are 
used for the sales message. A show card reading 















"Out they go! 


At special low prices!'' makes a 
good tie-up— 












































—The modern design at the left, above, is ideal for displaying lengths of new fabrics for 
men's clothing. A short length of 14-inch diameter dowel pin was used in the mouth to 
simulate a cigarette. Such a unit as this is an almost sure-fire method of arresting the 
attention. . . . At the right, above, is a unit designed to tell the price story. A piece of 
blue cloth is glued in place as illustrated on wall board and the design is then cut out— 
the Cut-Awl, by the way, doing this work very satisfactorily. The price figures are also 
cut out and are attached to blocks of wood on background, for an added effect of depth— 







































—Below we see a setting especially designed for men's shoe display. The small figures 

are cut from wall board, and actual cloth suitable for each particular figure is glued on. 

Evening, sport, and walking shoes are to be shown on the large clock in the center—"Any 

time, any place" in cut-out letters appliqued in place on the background. The clock can 
be built of wall board on a wooden framework— 
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—Above is a sketch of an attractive center unit for 
a men's apparel display. The soldier is cut from 
wall board and decorated in bright red and royal 
blue. The sentry box in the background is done in 
red and white stripes. The cut-out lettering tells 
the short, eye-catching story— 
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New Projection Device 
For Exhibit 

A new wrinkle in exhibit technique known 
as the “magnascope” will be a feature of the 
Remington Rand display at the New York 
World’s Fair. The “magnascope” is a new 
type of projection machine which _ utilizes 
living models instead of film or slides. It 
will be used to demonstrate modern electric 
shaving, and fair visitors will be invited to 
sit as subjects. 

The shavee himself, it was explained, will 
not be able to see his head which will be 
“shot up” to ten times its normal size, but 
his family and friends will. They will also 
be vouchsafed a glimpse of stubble blown-up 
from a 2-inch patch to 5 feet, an enlargement 
which will make whiskers look like 
crashing before the onslaught of 
3unyan. 

According to Remington Rand officials, 
the magnascope consists of a series of lights, 
mirrors, and lenses by means of which the 
image of the subject is enlarged step by 
step and finally thrown upon a translucent 
screen. All of the coloring of the original 
is preserved and even enhanced in the final 
enlargement, it is said. 


logs 


Paul 


House Furnishings Exhibit 
Scheduled For New York 


The House of Homes, assembling 
one roof three houses, one a two-story hous¢ 
built by shoring up a skyscraper, and a hun 
dred exhibits of home equipment, will open 
to the public in Rockefeller Center, New 
York City, on February 28. This new clear 
ing house for the home owner will fill nearly 
the entire mezzanine and third floors of the 
International building with its three model 
houses, special exhibition rooms, art gallery, 
library, miniature theatre, and “living office.” 

The exhibition will be illuminated by New 
York’s first large-scale installation of day 
light’s closest rival, the new “cool” light, so 
called because it wastes less light in heat 
than any light yet invented. In addition to 
this unusual illumination, the exhibition will 
be completely air-conditioned and presented 


under 


in modern settings with colors following a 
carefully planned color har 
mony. The cavalcade of exhibits will pre 
view the news in home decoration and archi 


psyche le gical 


tecture with special exhibits each month by 
prominent architects and decorators to point 
up the latest trend. 


New Group Of Mannequins 
For Display Equipment 

Syd Messer, president, The Display Equip 
ment Corporation, 147 West 37th street, New 
York City, has announced the introduction 
of a new group of figures known as “Coronet 
The interchangeable 
features incorporated in the 
them in 


Mannequins.” various 


figures enable 
various ar 
individual 


show 
suitable to the 
garments displayed. 

Another innovation 
lay Equipment Corporation is a group of 
hildren’s figures with non-breakable, rub 
er composition heads and arms. 


lisplaymen_ to 


rangements most 


brought out by Dis 


Illustrated folders have been prepared on 
le mannequins and are available on request. 
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OF PULLING POWER 


if you do not have a 


‘Gulawt 


NA OL RERINING CORPORATION 








Top: Courtesy of Atlas Signcrafts Co., Shreve- 
port, La. 


Bottom: Courtesy of E.S. Levy Co., Galveston, Texas 


25, 50 or 75% of possible sales 
may be lost if your displays do not 
pull in the crowds. 


TO SELL the passers-by you MUST— 


1. STOP THEM —with attractive dis- 
plays. 
2. MAKE THEM WANT TO BUY—by 


dramatizing your merchandise with 
appropriate displays. 


The CUTAWL—a high speed, portable cutting 
machine—will help you make "crowd-stopping’’ 
and “sales-producing" displays. With it you can 
cut any of the usual display materials into 
designs of any size or shape—QUICKLY, EAS- 
ILY and ECONOMICALLY. 


Send for our 32 page catalog, which describes 
the machine and illustrates numerous examples 
of the beautiful work which you can do with a 
Cutawl. 


PAY AS YOU EARN 


Write for details of our easy payment plan. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP STREET 


CHICAGO, ILL. 





INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


Without obligation Your Name 


please send me: 


[] Cutawl Catalog ve 
Address 


City 


Details of Easy Payment 
Plan 


Company Name 


State 
DW-2-39 
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Staging Fashion 


The seasonal style show or fashion show 


ing is a recurring problem that is usually 


very engrossing to the displayman who has 


i flair for the theatrical side of display. 


There are a number of types of style shows, 


but the two main classifications can be con 


sidered as the informal store or fashion 


floor 


more 


hand, and the 
entire 


showings on the one 
elaborate presentation of an 
ot the season’s style dictates on the 
This latter can be made very impres 
time and 


range 
other. 
sive, depending naturally on the 
money desirable to spend on it. 

We have, 
more elaborate 


SUCCESS We 


results 


for the past five years, used the 
with considerable 
have that 


noticeable in direct 


stvle show 


found there are 


immediate sales 
showing, and there are also 


from such a 


results from the good will stimulated—word 
of-mouth advertising for the store. 
But the 


with the setting which will be 


displayman’s problems are pri 


marily used 
The theme has 
cess of the show, and deserves full consider 


not only from a 


real importance in the suc 


ation. It should be timely 


fashion standpoint, but should carry a sug 


current events, a tie-up with 


vestion ot 








By PHIL J. SANDMAN 
Byck Brothers & Co., Louisville 


something interesting that is happening and 
with which the spectators are familiar. 
Thus a setting which is adapted from some 
outstanding motion example, 
will be much more interesting than one that 
is simply abstract in conception and execu- 


picture, for 


tion—even though there are times when the 
latter is to be preferred, as can be seen in 
the smaller illustration. 
style 


This was a setting 
since 
time of more 
advisable 


we used for a fall show, and 
that 


formality in 


season of the vear is a 


dress we thought it 


to keep to plain, classic lines, with an at 


mosphere of rich simplicity in the back- 
ground. 
used 


However, for a spring showing we 


the setting seen in the large photograph. 
The whimsical cottage and the 
fence, flowers, and clouds all gave a delight 
ful touch of informality to the show which 
seemed really appreciated by the spectators. 

\s is plainly seen in the photograph, most 
of the this set done 


with 


birdhouse, 


construction on Was 


bright, gay colors 
house itself was 
finished in an Artificial flowers 


were used on the trellis, birdhouse, etc., but 


using 
possible The 
off-white. 


wall board, 


wherever 


flowers and foliage were 
banked at the sides. The mannequins en 
tered the stage from behind the house, 
opened the picket gate, and then began their 
promenade down the runway. 


natural spring 
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Displayman Patents 


Form Innovation ¢ FOR THAT GAY SPRING ATMOSPHERE 


Xussell Williamson, Walker's, Inc., Day 

. Ohio, has obtained patent rights on a ° y 

<a hk oe ae ee es Die-Cut Gm) Valances 
which any soft shirt can be put on the form 
nstantly without unpinning, unfolding, or 
stretching the shirt over the form. The new 
form has a removable walnut top, or neck, 








attached to a cut out part of the bosom of 
the forn This is removed from the form 
and placed down through the collar and in- 
side the tolded shirt, centering the collar 
and line ot buttons on the bosom, afte 
which it is replaced in position on the form 
itself. The collar and necessary part ot 
the shirt front are visible in the usual man 





i ——_ PASTORAL SCENE VALANCE No. 394, SIZE 18 IN. x 25 FT. 
5 FT. REPEAT DESIGN SPRAYED FOUR RADIANT COLORS ON REYTRIM 


“Air Brush Art" 


ls New Book 

“Air Brush Art,” by George W. Kadel, 
is a new and practical book which will be 
of engrossing interest and benefit to all who 
have occasion to use the air brush. Kadel 
is an authority on the subject, and in forty 
well illustrated chapters he covers practi- 
cally every phase of this art medium. Be 
ginning with a short discussion of air brush 


art in general, he takes the reader through EASTER RABBIT VALANCE — 5 FOOT REPEAT DESIGN 

















Rainy chapters dealing with the more simple No. 395-S—-REYTRIM SPRAYED FOUR SPRING COLORS—15 In. Wide, 20 Ft. Long 
h ren phases, up to portraits, fashion illustrations, No. 395-P—-PLAIN REYTRIM, WOOD VIOLET ONLY—15 In. Wide, 25 Ft. Long 
aOuse, retouching, tinting, murals, flocking, and the 
asi like THE REYBURN MANUFACTURING COMPANY, INC 
em - ; . , : 3 4 
100 Ss she Sions o > 
. bot peti =. ae 7 ALLEGHENY AVE. AT 32ND ST., PHILADELPHIA. PA. 
mA si vii 106 SEVENTH AVE., NEW YORK 1100 SO. WABASH AVE., CHICAGO 
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Hamburg Floral 
Changes Name 

Announcement has just been made of a 
change in the corporate name of The Ham 
burg Floral Manufacturing Company, Inc., 
to Eaton Brothers Corporation, Hamburg, 
New York. 


The change was made because it ts felt 


DO YOU WANT 
BETTER PAY? 


After the adjustments of the past year or two, 
there is a very definite interest among individuals 
and businesses to make a new start and to build 


that the former name no longer adequately 
describes the company’s rapidly expanding 
business and the many products and services 
which it now offers. The entire organiza 
tion remains the same, the change being in 
name only for a future. 
. Now is the time for you to fight a battle for work 
Production Is Started and for better pay. 
On Christmas Items ; 


In early anticipation of an excellent 1939 Chis can best be done in your case by starting now 


Christmas business, United Pressed Prod to make vourself proficient im the work you under 


ucts Company, 407 South Aberdeen street, 
Chicago, has already begun building up a 
diverse stock of bells and stars in both pulp 
and cellophane, in all sizes. According to 
Frank Raffles of United the company is 
stressing the fact that its products are en 
tirely American made, with prices set to 
meet import competition 


take to do. 


WE SOLVE YOUR PROBLEM WITH OUR 
NEW HOME STUDY COURSES IN WIN- 
DOW DISPLAY AND CARD WRITING 





Because you can pay in small installments worked 
out to meet vour financial condition. 


Write us fully about vour ambitions and present 
conditions and we will try to help you be prepared 
for better times when they arrive. 


THE KOESTER SCHOOL 


300 W. ADAMS ST. CHICAGO 


Sullivan Resigns 
From Carson's 

J. J. Sullivan, for several years in charge 
f sales tor the store display fixture depart 





ment of Carson Pirie Scott & Co., Chicago, 





resigned his position as of February 1. His 

iccessor has not yet been named. Sullivan 

now western representative of Jas. B 
Williams Company, New York Cit, 
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F NATIONAL DISILAYS — 



















—The "before and after’ idea is not —The action shot of a skier is sure to 
new, but it is nicely presented on the attract attention. Factual copy, price, 
window display card for ‘'Puretest'’ as- and reproduction of the product pack- 
pirin. Two hands, each in a different age combine to get across the sales 
color, catch the eye and direct it to the story for ''Puretest’ halibut liver oil cap- 
copy in conjunction with the illustrations. sules. Created by United Drug Com- 
Product package is prominently fea- pany, and lithographed by Forbes— 






tured, and the price is shown in large 

type. Created by United Drug Com- 

pany, and produced by The Forbes Lith- 
ograph Company, Boston— 

















ro increase GENERAL RESISTANCE rey 
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COLD... HEADACp, 


PEACHES Yo 





ket US THe 
yOu HOW OvF 





> all — _ | 
RUBBER GOODS © 


Buy now and gil Cop 
Petar uate +h OME SONG SEOTE LOR GEST BSIEES St Soe 












—The central illustration on the card 
dramatically shows the product, a hot 
water bottle, being used in a real-life 
situation, thus emphasizing the need for 
preparedness against sickness. Other 
Rexall’ rubber goods supplement the 
— main illustration. Created by United 

Drug Company, and lithographed by 
Forbes— 
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AND RELIEVE 5 EASILY 
EM NOW At ANDY?! 





















—The picturesque lower South is portrayed in the "'Tru-to-life’’ diorama completed by Adver- 

tising Displays, Inc., Covington, Ky., for the Greene Line Steamers, Cincinnati. The diorama 

is 45 inches wide, 32 inches high, and 18 inches deep. It shows one of the Greene packets on 

the Mississippi. The foreground figures are modeled in accordance with the usual diorama 

technique, made in plastic, then cast and painted. The cabin is of small logs and shingles; 

saw, iron kettle, basket, ax, etc., are all built to scale. The diorama can represent either a 
day or night view—the packet's windows being illuminated for the latter— 
















—Standing 5 feet 6 inches in height, 
this town crier, lithographed in full color, 
announces that "All's well!’ with those 
who take ‘Alka-Seltzer."" Designed and 
produced for Miles Laboratories, Inc., 
by Forbes, the life-size figure is appear- 
ing not only on the dealer's floor where 
he can rub elbows with the shopper, but 
also is part of a window display for drug 
stores throughout the nation— 
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New Showcase Lamp 
Announced By G. E. 

Development of a tubular 25-watt show- 
case reflector lamp, designed for a variety of 
lighting needs, has been announced by Gen- 
eral Electric’s incandescent lamp depart- 
ment, Cleveland, Ohio. It is capable of pro- 
viding from two to three times as much 
illumination in showcases as the light pro- 
duced by a clear tubular lamp of the same 
wattage and in equipment commonly found 
in many showcases, it is said. The new 
lamp’s “built-in” reflector consists of a 
highly efficient aluminized reflecting surface 
which is permanently fused to approximately 
one-half of the bulb’s inner surface. 





New Effects Announced 
For Buttress Board 


The new mottled effects in Buttress Board 
are being cordially received by displaymen, 
according to Charles F. Johnson, 810 South 
Spring street, Los Angeles, Calif. The board 
is now available in mottled pattern in rose, 
lilac, buff, light green, and blue. 

Johnson is also featuring “Tru-Set,” a spe- 
cial price ticket holder which takes only an 
instant to insert and leaves no mark or 
puncture. 


Merchandising Campaign 
For Show Card Board 

Show card board has usually been hidden 
under the counter or near the rear of the 
supply store, but this spring it is going to 
be given a great deal more prominence, ac 
cording to the Chicago Cardboard Com 
pany, 666 Washington avenue, Chicago. A 
campaign is being planned to launch an in 
tensive program which will bring the “or 
phan” out into the open in grand _ style, 
where the purchaser can inspect it ade- 
quately, make color comparisons, and select 
samples. Crescent Art Poster board will be 
featured by the company. 





Display Committee Appointed 
For Cleveland Market Week 

Edward Osterland, William Taylor Son 
& Co. president of the Cleveland Display 
Club, has appointed the following committee 
to assist in plans for the Cleveland Market 
Week, February 14-16: Michael Dai, Lind 
ner Coy; J. F. Mulcahy, Fred Harvey Shops; 
Homer Richards, The May Conrpany. 
New Display Firm 
Organized 

Display Art, Inc., has been organized at 
230 East Ohio street, Chicago, Ill, by Wil 
liam <A. Bertram, formerly with FEinson 
Freeman Company. The company will spe 
cialize in planning and designing point-of 
sale material. 


Dates Are Set For 
Various "Weeks" 


The dates for various sports “weeks” have 
en established as follows: National Base 
hall week, April 1-8; Fishermen’s week 
\pril 22-29; National Golf week, April 29 
May 6; National Tennis week, May 20-27 
lhe events are sponsored by the Sporting 
(,o0ds Dealer, St. Louis, Mo., trade \aper. 
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Lustrous Backgrounds 
F-L-A-S-H T-H-E-I-R M-E-S-S-A-G-E 


CLEANING ELECTRIC 
CLOCK TIME 
TOASTING AND 


| Rh 5 ih ELMO NRA 5 ct CS ERIN ENN SACI 


. with THA SLUCENT tamicoiw 


NEW IDEAS are the life blood of the dis- 
play industry—and here is the season’s 


, ; ‘ . Ten brilliant colors an it 
newest star—a flexible laminated sheet with colors and white 


the surface features and permanence of a 
plastic resin finish. sandblasted 

Check the advantages of Translucent 
Lamicoid at the right. Then see how well 
Consolidated Edison Company is using this 
material—as illustrated in one of their 


~ 


Readily curved, machined and 


. Rich, permanent finish 
. Easily printed or painted on 
Non-inflammable 


Light in weight 


recent window displays above. 


3 
4 
3. 
6 
7 


Non-shatterable 


You, too, can put new life and sparkle 
into your next display—with Translucent 
Lamicoid. Curve it for an illuminated 
column . . . machine it for an eye-catching 
panel or name plate. Paint on it... print 
on it... silk screen it . . . sandblast it. 


SEND FOR SAMPLES 





MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 


Send me samples, prices and complete data on Translucent Lamicoid. 


Name__ Company accep 


Address 
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Dliofilm Contest Winners 
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—A tie for first honors marked the recently concluded national contest 
sponsored by Maharam Fabric Corporation, New York City, for displays 
using ''Pliofilm'’ as a decorative material. First prizes were awarded to 
Horry Durst, Calvert Distillers, Inc., and Ben Finkelstein, Ansonia Shoe 
Stores, New York City, whose entries are at the upper left and right, 
respectively. Second place went to Louis Nadelson, Coty, Inc., New York 
Jerome E. Walter, The 
Namm Store, Brooklyn, N. Y., won third prize with the display shown in 


Fourth place went to W. Gilbert Brown, 


City, for the perfume display in the left column. 


the center of the right column. 
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Philadelphia Electric Company, Philadelphia, Pa., for the display at the 
lower left, and fifth prize was awarded Stewart Kintner, Fowler, Dick & 
Walker, Wilkes-Barre, Pa. The next three prizes went to Helen Savery, 
Thom McAn Shoes, New York City; Hyman S. Gantner, Boggs & Buhl, 
Pittsburgh, Pa., and E. Wolner, Gimbel'’s, New York City. The judges 
were A. F. Landefelt, Goodyear Tire & Rubber Company; Miss Polly 
Pettit, New York School of Display; Max Jacobs, Firestone Advertising 
Agency, and Victor W. Sebastian, DISPLAY WORLD, all of New York. 
A large number of displaymen competed for the prize:s— 
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Detroit Club Holds 
Interesting Meeting 


The regular monthly meeting of the De- 
troit Display Club was held at the Book- 
Cadillac hotel Monday evening, February 
13, with President Donald A. Ferguson, S. 
L. Bird & Sons, presiding. 

The guest speaker was R. C. Kash, edi- 
tor, DISPLAY WORLD, who discussed the 
typical consumer, basing his talk on the 
theory that if merchants and displaymen 
can picture accurately an average customer, 
they can do a better display and merchan 
dising job in general. His talk was fellowed 
by forty minutes of motion pictures in sound 
and color in which color harmony and other 
factors of interest to displaymen were fea- 
tured. 

\ number of the Detroit club members met 
for dinner before the meeting, and refresh 
ments were served after the business ses 
sion. 

At the January meeting, President Fergu 
son appointed the following committees for 
1939: reception, program, and luncheon, H 
W. Weaver, chairman; F. E. Whitelam 
Educational and employment, 
Anderson, chairman; John T. 
DeVol. 


auxiliary, 


Frederick KE 
Chord, H. R 
Constitution, by-laws, and women’s 
Walter H. Grover. Membership 
and attendance promotion, H. W. Haupert 
Publicity and publications, Ralph D. 
son. 


John 


Devoe & Raynolds Sponsor 
Poster Art Contest 


Announcement has just been made by 
Devoe & Raynolds Company, Inc., Newark, 
N. J., that the subject of the firm’s poster 
contest for 1939 will be “Travel—in Amer 
ica.” The contest is an annual affair and 
according to Ivor Kenway, advertising man- 
ager, is conducted in an attempt to raise the 
standard of American poster art, as well as 
to encourage its use in this country. 

The contest last vear was based on sate 
with 
artists but with the general public as well. 
First prize ot $1,000 was awarded in 1938 to 
Keith Shaw, New York City, for the now 
famous dramatic poster of a skeleton hand 
pointing to a license plate bearing the word 
“Fool” in place of the usual license number. 

Travel, as a theme for the new contest- 
which will start March 1 and close April 
30—was chosen because of increasing public 


driving and proved popular not only 


interest in travel and because it offers com 
peting artists a wide scope of ideas to por 
tray. Prizes will be in cash and will amount 
to $1,500. 

\pplication blanks and full particulars can 
” secured from the Devoe & Raynolds Com- 
pany, Ine., 34 Oliver street, Newark N. J 


} 


Ferguson Appointed 
Display Instructor 


Donald A. Ferguson, S. L. Bird & Sons, 
Detroit, and president of the local display 
club, has been appointed instructor of dis 
play at the Wayne university school of busi- 
less administration. 
he lectureship list of the board of educa 
ion, and recently gave an occupational ad 
lress before a large group of students at 
he Lincoln high school. 


Ferguson is also on 
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Here it 


For “FASHION-FIRST” A 


Merchandise Displays 





No. 401-A.F. 


Buy Now! 


ATLAS DISPLAY 


2250 ROCKWELL AVE. 





Prospect 4326 


isl 
Real Form Buy... 


With the ATLAS “Youthline” Ac- 
tion Forms you can really go to town 
this Spring with displays which have 


that “FASHIONABLE” 


“Little Girl Silhouette” 


You can’t expect today’s garments 


to look spiffy and have the “zip” 


which creates buying urge if dis 


played on forms of 1935-36 vintage 

Slip your 1939 spring garments on 
ATLAS “Youthline” 
and you'll see how even the simplest 
“Umph” that sells 


Action Forms 


dress catches the 


As an inducement to smarten your displays 
and to acquaint you with our products, we 
have placed a Special FACTORY-TO-YOU 
Price—almost one-half lower, on ATLAS 
“Youthline” Action Forms. 


SPECIAL 


$ QS each 
F.O.B. FACTORY 


$96.00 per dozen 


Equipped with Flange 
for 72” Form Standards 


Write, phone or wire your order for the quantity you require this year. 


Propucts, INC. 


CLEVELAND, OHIO 











AN INSTANT SUCCESS 
For 
Spring Showings 


Since announcing Textil- 
bark last month, inquir- 
ies and orders from inter- 
ested display managers 
have been rolling in. If 
you have not written re- 
garding this new mate- 
rial, you’ll thank us for 
urging you to do so! 


TURN-IT-DISPLAYS 


Minneapolis, Minnesota 








- « BAMBOO 


Put that TROPICAL Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO... 


Immediate delivery from the largest stock in t 
U. S. All sizes from ™% inch to 7 inches in diamet 
Write for samples of 
Fabricated Bamboo and Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 


he 
er 


6701-15 Eleventh Ave. Los Angeles, Calif. J 








« « 


Please Mention DISPLAY WORLD When Writing Advertisers » 
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Stage Lighting Effects Applied to 
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Merchandise Displays 


The 
MOTORIZED 
KOLORKING 


Lowest priced color chang- 
ing unit on the market. Util- 
izes the Birdseye R-40, 150, 
200 - 300 Watt Spotlight 


Lamps. 








Provides the progressive 
merchant with an economi- 
cal means of creating dra- 
matic, subtle and ever- 
changing color effects for his 
show window background 
or on his displays. 


18 NATURAL GLASS 
COLORS, NON-FADING— 
GUARANTEED NOT TO 
BREAK FROM THE 
HEAT. 


Write Us for Literature and Prices 


HANFORD LIGHTING CO. 


126 LAFAYETTE STREET 


NEW YORK CITY 





The fun King Reigns 
im SJaks®’ Windows 


Silk resort fashion displays, inspired by 
the three-hundredth anniversary of — the 
reign of Louis XIV, were a recent Saks 


Fifth Avenue success. Saks’ Chicago store, 
M. Greenstein, display 


the same promotion with good effect. 


used 
The 
luxurious nature of the material made it a 
in with the settings, which were 


director, also 


natural tie 
given a touch of the atmosphere of the great 


courts of France. 
The New York City store, Sidney Ring, 
display director, devoted six Fifth avenue 


a quality promotion of printed 
“Versailles Gold” back 
grounds in day and evening types. The bril 
liance of the Sun King’s era was recaptured 
in the spirit of the silk 
in the typically romantic display settings 


windows to 


silk crepon on 


prints, as well as 


—Celebrating the three-hundredth anniver- 
sary of the reign of Louis XIV, Saks-Fifth 
Avenue, New York City, devoted a series of 
six dramatic windows on Fifth avenue to the 
promotion of silk resort fashions. Photo- 
graphic tapestry panels of Louis le Grand 
and other historic characters, topped by 
sun medallions and tasselled gold swags, 
formed the backgrounds for the gowns. Fea- 
tured colors were magenta, green, and 
"Versailles Gold." Saks' Chicago store also 


featured this promotion— 





ARS“ FIFTH AVENUE 3 


Photographic panels in_ sepia 


blowups (done on muslin) of original etch 


tapestry 
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ings depicting Louis le Grand and other his- 
toric figures of the time were shown with a 
decoration of sun motifs and tasseled swags 
of gold cord in each of the windows. 

“The Sun King—the Sun Color,” was 
used as a display message to explain the 
twin theme of Saks’ colorful fashion story. 
The patterns of the material itself included 













































tiny fleur de lis, combined with sun motifs 
of the type made famous by Louis XIV to 
symbolize his power, all-over medallion 
motifs, bayadere striped effects and charac- 
teristically frivolous lacy valentine designs 
in which green, magenta, and gray tones 
predominated. The whole effect was com- 
pletely in keeping with the romantic period 
being stressed. 

Added dramatic interest was given the dis- 
plays by use of accessories, including silk 
chiffon handkerchiefs, repeating the predom 
inating color of the fabric. Magenta, green, 
and “Versailles Gold” were among the 
high-keyed accessory colors shown. 

"Abe Lincoln'' Mannequin 
For Saks-Fifth Avenue 

Saks-Fifth Ave, New York City, is plan- 
ning a window display in which will be 
featured a mannequin effigy of Raymond 
Massey in the title role of “Abe Lincoln In 
Illinois.” The figure is being made by Gren 
eker Studios, New York City. 


E. E. Mclinturff Wins 
Coat Display Contest 

First prize in the fall “Choose Your Coat” 
week window display contest been 
awarded to FE. FE. Inturff, Lischesky Dry 
Goods Company, Great Bend, Kan., accord 
ing to an Printz 
Biederman Company, sponsor of the contest 


has 


announcement by the 


Sportleigh Announces 
Display Contest 

A national display contest for retailers 
handling the firm’s garments has 
been announced by Sportleigh. Cash prizes 
will be awarded. The contest closes April 14 


line of 
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- his- SPRING COMES TO NEW YORK 
‘ith a [Continued from page 7] 3} 
wags tor a promotion entitled, “Biggest Palm ig S, 
Beach Success—Our V-Neck Handknit Car- : ow 
was ligan,” shown at the lower left, page 7. The 


palms ... these being in a blue tone rather 
than the usual black and white or sepia. Six S 

ot these photographs were used to depict the 

smart clubs and typical outdoor scenes of at its best and 
fashionable Palm Beach where the different 
versions of this sweater fashion might be 
vorn. 

The title of each photograph was repeated 
in blue felt letters on the white oval rugs 
fringed in blue. In this window a sprayed 
white frond pierces the photo scroll with 
interesting effect. The lighting was espe 
cially dramatic; instead of a diffused glow 
over the entire scene, spots of inky blue 


were thrown here and there over the white BIRDSEYE 


“woodweave” background and on the white 


tree foliage. : 
The simple delights of that “First Country SUPER-SPOT at $ 10 
i nial 


1 the ye-compelling feature of the displays were 

story. the photo blowups in the form of roughly torn 

luded scrolls at the base of the shaggy white ta, & 
® 


cheapest 





Week-end” were charmingly visualized in a 
series of springlike rural settings created by 
Display Director Tom Lee of Bonwit Teller 
This occasion also marked the first appear 
ance of a new group of mannequins modeled 





sled Cee dials scented und sanea Senalnin As dramatic as if shot from a gun unlimited scope to “Painting with 
fashion silhouette of 1939. Tastefully dressed ; . pm 
in imported Linton tweeds in soft pastels is the powerful beam fromthenew Light.” Opalescent backgrounds, 
with matching wigs of millinery braid, they 
blended perfectly into the lovely colorings Birdseye Inside-Silvered Super- Rainbow and Aurora Borealis ef- 
of these rustic backgrounds. 
“ _ Poring over seed catalogues before yout Spot. The concentrated “‘light- fects, color High-Spotting—all 
get fire’—made the subtitle for this homelike 
to scene in which Deborah (or is it Mehitabel ?) . . ; : 
nr ne eet *h”’ ; in- re instantly and economi- 
allion takes her ease in smartly-cut slacks as she punch of this lamp reaches in these are inst tly 
larac- lans her spring garden. The wallpaper : . 

I plan pring ga pay mer ; : ; , 
*SIQNS panel over the pine mantel features a con tensities averaging up to 300 foot cally available as witness the 
tones ventional floral pattern in pink tones on a f : 7 7 as 
com- creamy ground. Gleaming brass fire-irons candles or more at six feet. It’s a much publicized color painting 
veriod and the gay, cheery colors of the hooked ; ? } 

rug on the painted floor reflect the simple, matter of seconds to high-spot fea- in Burdine’s glamorous windows 
e dis- homelike atmosphere of a tastefully planned 
y silk country house. Seed catalogues with their tured merchandise with the Super- (Miami). 
dom bright, flamboyant colors are strewn in at 
sreen, tractive disorder over the scene and the mass . “Bell »” Th , is j > 
y ows e new Super-Spot is just ove 
r the of dogwood on the mantel, apparently fresh Spot and the Birdseye . P P J 
cut, lends a touch of the o rco side . : ‘ ‘ . 
iiaiatieneehag ene type swivel socket (75c list). item in the complete Birdseye line 
New Method Of Handling 
Rubber Composition Inexpensive ‘‘color clips” and of self-reflecting display lamps. 
plan- The Craftex Products Company, Atlanta, 
il be Gaa., has developed a new method of han permanent glass filters, made es- Send the coupon today for the full 
mond dling a recently perfected vulcanized rub- 
In In ber composition so that it can readily be pecially for the Super-Spot, give story. 
Gren moulded into any desired shape. Through 


the use of the process any trade-mark, em 
blem, or seal can be faithfully reproduced, 
thereby providing a new material from Ce a 


ee which to manufacture point-of-purchase ad 
Coat ertising signs, dealer plaques, and the like. 
been lhe finished product is said to be flexible, 
Dry mpervious to heat, cold or water, and will 


‘cord iot crack, chip or warp. 





Birdseye Electric Co. 
100 East 42nd Street, New York, N. Y. 








rintz ates Send me full information on the Super- 
test New Silk Screen Purple Re ector Lam § Spot and on the other Birdseye display. 
ls Introduced re 
In answer to a considerable demand for a Inside-Silvered — 
surple for silk screen process work, Sher Store Name ca ae 
ailers vin-Williams Company, Cleveland, Ohio, Self-Reflecting Address. i ! ig 





s has 
prize 


“i as brought out a shade known as “Kem.” City : State 
Sey ntormation can be obtained from the manu ” 
ril 14 acturer or jobbers. a 





Lew 
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Think this over... 





As we race on through February, the year’s 
shortest month, the great birthday of Abraham 
This year 
is the 130th anniversary of his birth. In the 
field, working for The Upson Com 
pany as field middle 
West, is perhaps one of the best-known au 


Lincoln on February 12 stands out. 


display 
representative in the 


thorities in this country on the life of Lin 
coln. He is kK. L. Underwood, who was born 
just around the corner from Lincoln's home 
in Springfield, [1]. He was reared by his grand 
mother, personal friend of this immortal char 
acter from the hills of Kentucky. His grand 
mother in later years became a source of valu 
able information to the many biographers 
who came to Springfield to pick up threads 
young man’s character 
wefore he addressed his own trunks to A 
Lincoln, White Washington, D. ( 


The Lincoln monument at Springfield was 


f this gaunt, homely 
House, 
rebuilt and sixteen notables, one 


newspaper 


man, and a boy of fourteen viewed the re 


mains as the body was replaced in the rebuilt 
1901. The hoy SO) 


His present library 


tomb on September 26, 
honored was Underwood 
of over four hundred volumes and thousands 
of pamphlets on Lincoln is a most valuable 
ore and his ability to discuss the most be 


loved of all Americans, clearly shows how 
absorbed He 


Gettysburg 


much he has mentioned — re¢ 


cently that the address was not 
the speech of the day as it was planned Dy 
the committee The orator of the day was 
Everett of Massachusetts, a noted 


speaker, and his address lasted well over two 


Kdward 


hours Lincoln’s address was delivered in 


about 135 seconds—-with no applause Lin 


coln himself thought it a failure and so did 


some of his cabinet members Two week 


] 


London Times in an editorial called 
delivered in the 


ater the 
it the 
\nelo-Saxon tongue 


vreatest message ever 
Immediately all citizens 


here pulled out their copies and reread it. The 





By FRANK G. BINGHA, 


hailed it trium- 
It has since come to be regarded as 


newspapers of this country 
phantly. 
one of the few masterpieces of literature. 
Chief Justice Hughes once said: “Good will 
in business is that indescribable contact that 


makes the customer come back !” 


On February 18, the Portals of the Pacific, 


shimmering white 


towers, will be 


the main entrance to a 
lakes and 
Those maroon to ma- 
mentioned last May in 
this column are part of the 
Golden Gate Exposition and will help elim 


city of palaces, 
opened to the world. 
genta sidewalks we 
now a great 


inate eye-strain, and, according to psycholo- 
younger and 
should make 


paint the 


gists, will make woman appear 


more beautiful. This tact alone 


displaymen side 
their windows. (!) The 


psychologists also say it will make men more 


thousands of 
walks in front of 


gallant and liberal, economically speaking 
his should be a good argument if the boss 

\fter about both 
is hard to decide which will be the 


standpoint 


objects reading eXposi 


tions it 
most interesting from a display 
It is too bad 


for both of them 


all displaymen can’t set sail 
The U. S. fleet 
Treasure island. The 


is sched 
uled to drop anchor off 
Norwegian 

Radich, will 
Winds 


will bring a 


Christian 
Trade 
noted author, 


cadet training ship, 
berth in the port of 
Halliburton, 
from China 


Richard 


junk Displaymen 


are not sailors, so I guess the only junk 


they will bring home is souvenirs. As a 
Suggestion, ask the boss to send you to both 
in on one, at 


fairs and you'll be sure to get 


least 

Customers in a large [astern store, given 
their chance to suggest store policies, made 
two requests: First, that clothes in the win 
dows be displayed on mannequins of various 
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sizes, instead of the conventional size 14, s¢ 
that women ot the other dimensions could 
see the dresses as they themselves would 
look in them. Second, that should 
never be atraid to present new styles, as it is 
better for a woman to wear clothes her hus- 


stores 


band criticizes than clothes he doesn’t notice. 


Received a “down under” letter the other 
day from J. Alex Jones, Adelaide, South 
Australia. He was the gentleman who left 
home a year ago this month to attend the 
display convention in Washington last June 
[ agree with vou about his poor hitch-hiking 
ability if it took him that long even from 
South Australia, but in his case it 
early start with stop-overs on the continent 
before coming to America. If the map of 
\ustralia were placed on that of North 
America, the extremities would fall in the 
vicinity of Macy’s and Bullock’s, and Nei 


Was all 


man-Marcus and Dayton’s respectively, so 


you see J. Alex Jones comes trom a good 
sized portion of the British Empire. 

A. displayman recently reelected t 
lead his display club through another suc 


display photo 


was 
cesstul His window 
graphs are more well known than his por 
trait that kind of a fellow. 
everyone who follows display can pick up 


year. 
because he 1s 


a group of photographs and select his win 
dows from the lot. His simple, forceful 
selling displays are known at a glance from 
coast to coast. His most recent achievement 
was winning first prize in the National Re 
tail Demonstration contest. This past Christ 
mas he joined with the rest of the display 
cities in using the Lord & 
idea, but he did one 
else to my 


men in many 
Taylor bell display 
different from 
knowledge. He advised his New Hampshire 
public through the newspapers that his bell 
displays were not original, but the inspira 
tion came Lord & Taylors. This, to 
me, is an appropriate time to dust off the 


thing anybody 


from 
old display cannon and give a big salute t 


display 
credit to his 


a true gentleman, whose display- 
manship is a store, his city 
and his state. His last should begin 


with a capital “S” because he has the sparks 


name 


—lIncluded in the group who attended a recent sales 
meeting held by the American Fixture & Manufactur- 
ing Company, St. Louis, Mo., were representatives of 
the following firms: Junius J. Fisher, Jack Williams, 
General Display Corporation, Cincinnati; H. R. De 
Vol, Art Products Manufacturing Company, Detroit; 
Jack DeWeese, Mrs. Jack DeWeese, T. Guy Duey, 
DeWeese Display Equipment Company, Pittsburgh; 
Arthur Meyer, Gulf States Display, New Orleans; J. 
F. Hecht, R. J. Hecht, H. Weinberg, G. V. Kelly, The 
Hecht Fixture Company, Chicago; L. E. Hier, R. L. 
Millward, L. E. Hier Display Equipment Company, 
Minneapolis. 


Miss 


Dora Gustafson, Joslin Showcase & Fixture 


Company, Boston; Walter Martin, Woodrow Martin, 


Walter W. Martin Company, Denver; |. 


Miller, Mil- 


ler's Display Fixtures, Montreal; R. R. Nelson, K. D. 


Bedsaul, 


National Equipment Corporation, Kansas 


City, Mo.; B. J. Naythons, Naythons Display Fixture 
Company, Philadelphia; M. Thigpen, Melvin S. Roos 
Company, Atlanta; William Applefeld, H. E. Beals, 
William's Corporation, Baltimore; W. L. Holzhaus, V. 
Zeller, G. Foster, R. Sexton, Midwest Display Equip- 


ment Corporation, St. Louis. 


Those present from the 


company's home office were L. D. Steiner, M. D. 


Mendle, Peter Schott, Jr.. and J. A. Alles— 
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that give a richness to any man’s life. It’s 

salute to Ray W. Parks, who gives credit 
vhere credit is due. He is Manchester’s 
most display-minded citizen. The display 
profession needs more Parks! 


“Trip Through Space" Planned 
As Part Of Display 

All speed records of earth and sky and 
time and space will be shattered at the New 
York World’s Fair 1939, in the Theatre of 
lime and Space where visitors will be taken 
to the far-away shores of island universes in 
the dark cosmic depths aboard a= make 
believe rocket-ship which annihilates dis 
tance at the truly fantastic speed of 480,000, 
(00,000,000,000,000 miles per hour. 

On this thrilling exploration of time and 
space, World’s Fair visitors will not only 
see galaxies of stars far beyond the reach 
of the unaided eye, but also review the 
parade of the planets and other stellar at 
tractions in our solar. system. Venus, 
shrouded in veils of billowing clouds, will be 
close at hand, so will Mars and its mysteri 
ous canals, Saturn with its swiftly swirling 
rings, the vast and twinkling star fields of 
the Milky Way, the moon pockmarked by 
enormous craters, the sun passing into the 
gorgeous and colorful spectacle of a total 
eclipse. And in between these amazingly 
realistic sights, the spectators pass through 
meteor showers, will see comets sailing 
across the heavens and observe fire-balls 
flashing by with flaming trains. 

The Theatre of Time and Space, one of 
the amazing features of the fair, is an exten 
sive exhibit presented in its own building 
on the fair grounds by the American Mu 
seum of Natural History and the Longines 
Wittnauer Watch Company 

The technical details, which present many 
unique problems in trick photography and 
sound effects, were produced by Fred Waller 
To produce the realistic and scientifically 
accurate rocket journey through — space, 
Waller had to invent several new types ot 
equipment, as well as special methods ot 
animation, multiple exposure, and dynamic 
perspective. 

The rocket flight into time and space ts 
staged in an auditorium which accommo 
dates several hundred visitors. An unusual 
feature of this room is the shape of the 
enclosing dome which rises to a height ot 
44 feet at its interior apex. This dome 
serves as the screen for the projection ot 
motion pictures and the adroit illusions 
which characterize the celestial journey. The 
curves and contours of this dome melt into 
the floor in side walls in such a way that it 
forms a limitless screen. This dome 1s the 
stage on which the celestial actors play their 
spectacular roles. 


Hickok Plans 
Display Contest 
The Hickok Manufacturing Company, Ine., 
Rochester, N. Y., is planning a national win 
dow display contest for the summer of 1939 
Complete plans will be released later 
Robbins Joins 
Consolidated 
Formerly president of Art Process Dis 
Plays, New York City, Ben Robbins has 
Joined Consolidated Lithographing Corpora 


tion, Brooklyn, as creative sales executive 
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DRESS UP YOUR DISPLAYS 
with the New 


EATON Close-Crop 
GRASS MATS 


They're the finest we've ever offered. Beautiful mats of close-cropped 
grass as smooth as a putting green. Use them in your windows and 
throughout the store to dress up your Spring displays. Nothing takes 
the place of grass mats. 








Order now from your local display equipment house. 


EATON BROTHERS CORP. 


formerly Hamburg Floral Mfg. Co., Ine. 


HAMBURG - - - NEW YORK 
LARGEST AMERICAN MANUFACTURERS OF GRASS MATS 








LOWER PRICES 


hre"5 SEAMLESS 
Bi INCH 


BACKGROUND PAPER 


12 Yard Rolls — $5.50 each 
25 " " — 1150 ” 
50 =" " — 2250 ” 





BEAUTIFUL COLORS 
EASY TO HANDLE 
FOR WINDOW OR INTERIOR 


SAMPLES ON REQUEST JOBBER TERRITORIES OPEN 


THE ACE PAPER CO., Inc. 


426 WEST BROADWAY — NEW YORK CITY. N. Y. 




















% a 2 * 
* % W You can buy DIAMOND PEBBLES in COLORS. We have just * * 
iufinaie N O added exquisite ROSE QUARTZ and SAFFIRE colored Pebbles eee 
to our line. 
N O display material in years has had so phenomenal a success in so short 
a time as DIAMOND PEBBLES. Not only because of its brilliancy, 
but in COLORS there is a certain new richness that commands immediate 
attention. We are sure this new technique will sell your product. 
purchased through your Jobber or direct from 
H. H. TURCHIN COMPANY 
way 230 FIFTH AVENGE. NEW YORE CITY ose 
* * Samples on Request * *% 
* * 

















NEW SPRING 
SHADES IN 
FABRICS 


@ Beach Cloths and Crashes 

e@Grass Cloth 

@Lattice Pliofilm 

@Satins, Velours, Reps, 
Brocades 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 


Accessories 
@Chrome Products 
@ Die Cut Letters 
@ Moulding 
. @ Plastic Novelties 
> @ Corrugated Papers 
, @Compress Sisal 
oo @ Cel-0-Glass 
and Prices @Quilted Petal Foil 
on @ Pyrodescent Papers 
Request @SEAMLESS PAPERS 
: @ Turntables 


FABRIC CORPORATION. 
NEW YORK—1!30 WEST 46th STREET 
CHICAGO—6 EAST LAKE STREET 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 











specializing exclusively in 


—VELVETEENS— 


36-inch attractively priced, permitting their 
unrestricted use for all branches of display. 


—RAKO-SEAL— 
a lustrous plush at an unusual price 


Wholesale Only — No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 East 22nd St. New York, N. Y. 








TOP HONORS 


FLEXO ACTION 
MOTION MECHANISMS 


For dependable animation, 
FLEXO ACTION power units 
are praised by displaymen 
all over the continent. 
MOTORIZED SPEED REDUCERS 
Geared fractional H.P. motors, with 
any output speed. AC.,,OC., univer— 
sol, reversing or synchronous motors. 
REVOLVING MECHANISMS —for 
30 to 1000 Ib turntable displays. 


MERKLE KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO 
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Tricks With Bulbs 


By RUSSELL A. BURTON 


General Electric Company, Cleveland 


“It is true that you may fool all the 
people some of the time; you can 
even fool some of the people all of the 
time; but you can’t fool all the people 
all the time.”—Abraham Lincoln. 


I can think of no better means of attract 
ing the attention interest of “we, the 
people” than the art of magic. The rabbit 
in the hat, the vanishing object, the woman 
who is sawed in half—thousands of other 
intriguing illusions all hold one spellbound. 
it done?” “I wonder what’s be 
“Can it be possible ie 


and 


“How is 
hind that object?” or 
questions like these whirl around in confu 
sion in the heads of the audience attending 
a performance of magic. 

Electricity and lighting 


ROTATING BULB ON GLASS 


PLATE PYRAMID DISPLAY “HOLE PuNcHED 
Gass OF LAMP CARTONS THROUGH CARTON 


PLACE 12 IN. 


still cause much 


FRONT OF DISPLAY 





SF ay OPENING eerween 
Bac CENTER CARTONS Wir 
DISPLAY “al DO AS WELL AS MOLE 
WIND PROM PAW DIRECTED THROUGH HaLe 
OR CRACK BETWEEN CARTONS WiLL CAUSE 
BULB TO SLOWLY ROTATE ON PlaTe G.ASS. 
SPOT ON BULB APPEARS AS A WEIGHT — 
GIVING AW LLLUSIO PeRrPeTy 
MOTION. a 


and fascination on the part ot 
most With this in mind, plus. the 
profound interest and appeal in the art. ot 


“Prati 


wonderment 
people. 
there has come into being 
Stoppers.” 

The term “Traffic 
given to these illusion displays (note illus 
for they will actually 
front trafMe when placed in a show window 
The same can be said for a “Traffic Stopper” 


magic, 


Stoppers” has been 


trations) stop store 


that 1s placed on some counter in the store; 
it has the same appeal 

An illusion display in a 
counter of merchandise will produce surpris 


window or on a 


for the store 
Stoppers” 


ing sales results 
The “Traffic 
should be 


featured here 


considered merely as “ideas” as 
LIGHT BULB iv 
FLOWER POT 


_—e STRING 
“MAGNET 


> 30 WATT COLORED 


G-E BULB 
BASE OF BROKEN BULB 


SAND MONOGRAM 
FLOWER POT 
a FXTENSION CORD 
NOTE: SAND SHOULD BE FILLED IN 
POT TO COMPLETELY COVER 
SOCKET ON EXTENSION CORD 


LIGHT BULB ON PLATE 


60 wart @B LAMP MELT OFF LEAD CENTER OW BASE-RUN 
SMALL INSULATED WIRE THROUGH 
HOLE DRILLED IN Base To CENTER OF 
BASE (8). RESOLDER THE CENTER. 
SOLDER AWOTHER FINE INSULATED 
WIRE IN WHOLE (A)-JoiN THESE 
WIRES To ExTENSION 
“a” coRD 


PLATE SHOWING 
CROSS SECTION 


MOLE 
RULED 
im PLATE 
LE DRILLED tn 
RIL SMALL HOLE = FLOOR OF WINDOW 
IN BRASS BASELA) oR TOP oF Box 


WIRE To ourtET 





ON PLATE TO HIDE 
HOLE AWB WIRES 


IF CARE AS 

EXERCISED IN THE CONSTRUCTION 

OF THIS DISPLAY WIRES Canwor 
6E DETECTED 


they lack the necessary finesse—though from 
these ideas elaborate illusion displays can 
be constructed. 

At an electrical exhibit in a large depart- 
ment store in Cleveland, a number of 
“Magic Flower Pots” (see illustration) were 
installed in an elaborate garden setting in a 
booth. One day, while in the booth, I no- 
ticed a group of gentlemen gathered around 
the “Magic Flower Pots” and overheard the 
following, after a few minutes of perplexed 
silence, from gentleman. “I have it! 
Why it’s high frequency that’s lighting the 
bulbs!” Whereupon all agreed with the 
speaker. Later on in the day I found that 
these gentlemen were all connected with 
electrical work of some sort. 

Retailers are interested in this 
medium of display, for from all parts of 


one 


greatly 


LIGHT BULB ON WHISK BROOM 


WHISK BROOM 
BASE OF A 


#12 GALVANIZ 
BURNED OUT, .-. ~—, wike 
Bus GLUED 7. 
OVER MONOGRAM 
OF A 30 WAIT 
COLORED BULB~ 


#12 wire 


ROOR OF WINDOW 
OR TOP OF A BOX 





+ —— norte ORULEO HERE 
FOR CORD TO OUTLET 


the country | have received “Traffic Stopper” 
ideas from them. A supply house located in 
British Columbia has made up five of the 
“lamp bulb on plate” displays for circulation 
among their dealers 


—While the drawings shown here are neces- 
sarily roughly done and do not make a 
pretense of ‘finish or finesse, really elab- 
orate, attractive, and traffic-stopping dis- 
plays can be constructed about the ideas 
illustrated. The illusion of magic has a uni- 
versal appeal which practically no shopper 
feels like denying— 
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"RUN 

er IN BOND 

ATED 

wer OR METALLIC 

Le Only Mother Nature herself will rival the beauty of NU-TRIM For Spring. 

care Colors more lovelier than ever . . . glowing with the ecstasy of the 

- Easter season. 

BOND OR METALLIC . . . your choice of display effect . . . softness 
or sparkle . . . high or low — 30" to 72" in Bond, 25" to 48" in Metallic 
—all with that exclusive patented NU-TRIM feature — Non-Crushable 
Corrugated Surface. 

; BOND NU-TRIM is available in 18 brilliant, fast colors not stained or 

irom P . 

can dyed . . . will not bleed or run . . . more permanency for displays. 
Four popular size rolls packed in individual cartons — 30" x 40' 

part- 48" x 25' ... 60" x 20’, and that sensational new size 72" x 25’. 

es HI-WIDE 73 INCH — Now ready with the new .015 heavy duty board 

rhea backing and extra heavy white or colored bond facing. Best for high 

[ no- backgrounds, tall columns and pedestals .. . eliminates piecing . . . 

ound now easily fabricated . . . insures greater rigidity and strength. 

a METALLIC NU-TRIM—New Colors for Easter — Silver, Gold, Red, 

e it! Green, Blue, Spring Green and Purple. 

ae NU-TRIM METALLIC MOULDING — for edging, stripping and borders. 

aes 5 colors as well as Gold and Silver . . . Non-crushable in economical roll 

with form .. . 2 sizes 34" x 100° and I!/." x 100’. The same material and 
colors to match Metallic NU-TRIM. 

Bigot SEA-VIEW PANORAMA — (Roll) 72" high by 10' long. 
Heavy duty 72" Corrugated surface, air-brushed in green and white on 
Napoleon Blue. Truly a sea-going atmosphere to give life and freshness 

OM to Spring and Summer displays. Attracts attention . . . sells merchan- 
dise . . . Heavy .015 backing for rigidity. 
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: | Send for Spring Samples 
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. SHERMAN Paper Propucts Corporation and Color Swatches. 








er 


Write Dept. D. W. - 2 


NEWTON UPPER FALLS MASSACHUSETTS 
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DISPLAY EQUIPMENT CO:ING 


vor FREE COPY! 


YOUR 
Daily’s NEW 


1938-39 


CATALOG 


Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L. Daily.Ine. 
122 East Third St., Dayton, O. 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 18] 
watched and it is just as important as de- 
partmental layouts. A shop can not produce 
displays economically and maintain quality 
if the equipment is old-fashioned, decrepit, 
and ready to throw out. A certain amount 
should always be figured in production cost 
of displays for wear and tear on equipment 
and this amount set up as a reserve from 
the various jobs to go into the purchase of 
new or more modern machinery. While this 
is a little from direct economy, it is 
really economy in the long run. Though it 
doesn’t show up on the surface as an actual 


aside 


saving, it does, from labor cost and smooth 
production, bring about a considerable sav- 


With new, modern equipment that is 


ing. 
not worn down, the job automatically goes 
through faster—there is no strain on the 


workman, and he is able to produce more 
per hour. If the job is made easier for the 
workman, he is less apt to tire during the 
day and can maintain a standard production 
the amount per 
decrepit the 
workman is slowed down and the continual 
strain throughout the day cuts his produc 


run, maximum 


hour; if 


producing 


equipment is used, 


tion. 
The 
about the greatest saving of all, or they can 
the With an efficient 
designing and executive staff, it is not neces 


men working on the job can _ bring 


cause greatest loss. 
sary to hire high-priced production labor 
thought should be 
given to the type of people employed. 


although considerable 


The old days of “slave-driving” in a dis 
play department or studio are over. Most 
shops have found that it does not pay to 


demand too much from the individual worker 
or a too-long period of steady working. This 
only tends to slow down the workman and 


raise production costs. We've found that an 
eight-hour day with the regular forty-four 
hour week is the most efficient operating 


schedule. If production demands more time 


—Designed for smooth production, this dis- 
play studio is in practical use every day by 
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than that, we put on additional men rather 
than work overtime. 

I’ve run across many shops where the men 
work ten and twelve hours a day throughout 
the week and the heads of the shops just 
can not see the advantage of working shorter 
hours and getting more work per hour. The 
average human being, according to surveys, 
is up-to-the-minute mentally and physically 
for eight hours of work per day and after 
that time he starts slowing down. The min- 
ute a workman slows down, his production 
cost per hour increases. 

Thought should be given to 
working conditions. Ample light should bs 
provided, and in all instances this should 
be daylight. A display studio or display 
department should not be holed-up in the 
basement of some building, operating undet 
artificial light. If any cost study were given 
to the production in this type of a shop, it 
found that the cost in man-hours 
was greatly in similar shop 
with daylight working conditions. The shop 
should be kept at an even temperature ot 
Air-conditioning is convenient 
man can work to full 


convenient 


would be 
excess ot a 


70 degrees. 
but not 
capacity in temperatures from 70 to 100 de 
but when the temperature drops be 


necessary. A 


SFrecs, 
low 70 production drops accordingly. A mat 
is slowed down if he has to wear bundle 


some clothing to keep warm, and no one can 
work if his hands are cold. 

We have found other practical economies 
in offering medical service, insurance, paid 
vacations, and other conveniences to. the 
workmen. This better frame of 
mind and a better condition for the man 
he is more loyal to the company and feels 


creates a 


like producing more per hour. 

We have found that time studies 
ferent jobs have proven very valuable to us 
future 


on dif 
in running similar jobs at periods 
We set up a base production for the 
man and require him to keep that produc 
tion output hour, which 
control our While we don’t 
men on a piece-work basis, we find that they 
like to have this base set up and to know 
what they should produce per hour. Con 
interest throughout the 


Can 


per enables us to 


costs. pay our 


siderable is shown 
























































the display department of the Coleman : 4 
Lamp & Stove Company, Wichita— department in trying to beat this base and 
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yet maintain quality, at the same time bring- 
ing about a practical saving for the depart- 
ment. 

While we haven’t gone into savings on 
actual production in this story, we have cov- 
ered the major factors where the largest 
savings can be obtained. In the items dis- 
cussed above, the greatest profit from the 
studio can float out the window if neglect 
creeps in, and this is much more important 
than a one- or two-cent saving on a certain 
piece in production run as the volume of 
loss can be much greater than any amount 
lost on a particular display. 

\ saving can be obtained, and it is one 
which runs to a large figure over a year’s 
time, in not buying the cheapest material. 
Even though a job is classed as a “cheap 
job” in the plant, first quality materials can 
be used and still turn out a low-priced job. 
For instance, a high quality paint should be 
purchased. By doing so, you have a guar- 
antee of the paint and are assured of smooth 
working production without continued trou- 
ble. You are assured of an even quality of 
material which a workman can become ac 
customed to and know just how it will act. 
There is no advantage in buying a “dab” 
here and a “dab” there at the lowest price, 
not knowing what the material will do. It 
only means that your workmen will have to 
learn how to use these materials and, in 
nine out of ten instances, the material won't 
work right if it is bought trom a cheap 
angle only—thereby causing trouble and loss 
of time. 

\nother example is buying a_ too-cheap 
wall board that is to be coated. If a good 
quality board is purchased it can be coated 
with a good first-quality flat display lacquer 
in one coat. If cheap wall board, it must 
be given a size coat and usually two coats 
of lacquer or casein paint for a smooth fin- 
ish. In most low-priced wall boards there 
is a “fur” that rises on the first coat of paint, 
and must be steel-wooled. All of these 
operations mean loss of time, whereas a 
saving can be made by buying quality mate 
rial in the first place. In buying the latter, 
naturally it should always be purchased at 
the lowest price obtainable consistent with 
quality. 

We have found on large production runs 
involving a considerable expenditure that the 
best procedure, after the design is finally 
approved and ready for production, is to try 
a small trial run, say fifty or ‘a hundred 
By doing so, production can then be planned 
for the large run and all the “bugs” of pro- 
duction worked out. On these trial runs 
care should be taken to study each opera 
tion, eliminating all unnecessary movements 
and actions. At the same time a “time 
study” of each operation can be taken to 
set up a base for the production on the full 
quantity. 

\nother practical economy can be earned 
y proper planning of production before a 
job ever starts through the shop. The usual 
trend is to get the job sold, pass it into the 
shop, and let the workmen begin. While it 
costs a little more to make actual plans 
an’ drawings of the piece, this is well paid 
for and an additional saving is made if all 
ot the information is given to the workman 
at one time. He can then start the job and 
Tun it through without asking questions or 
Worxing out various problems. 


} 
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The items covered in this article are ap 
plicable to the small shop as well as the 
large; in fact, they should be observed more 
by the small shop, because the profits are 
usually smaller. In addition, the volume 
per month is small and any loss of time in 
production or labor can throw the job into a 
loss—without showing up until the job 1s 
completed. The various points mentioned are 
very important, for in so many instances 
these items are passed up because they are 
the “unseen economies” which do not show 
up until the end of the year. If watched 
at all times with considerable study given 
to them by the executives of the studio, they 
mean more profit and smoother production 


World's Largest Relief Map 
At Western World's Fair 

The world’s largest relief map is a majot 
feature of the Golden Gate International 
Exposition on San Francisco bay. The map 
is 110 by 100 feet in size and occupies two 
fifths of an acre in the open court of the 
Hall of Western States on Treasure island 
Cost of the map was $250,000, and it portrays 
the eleven Western states in close detail. 

The map was built in 2,500 small sections, 
then assembled by states and put together 
Four carloads of plaster-of-paris were used 


in casting it. It is painted with ordinary 
automobile lacquer, mixed to carry out a 
very artistic color scheme and 1s_ water 
proot Forested areas are m dark green 


tints, farming lands a lighter green, dry 
ireas are vellow, and various outstanding 


by contrasting tints 


resources are marked 
Phe coloring changes when viewed trom 
different angles. 


Built to the scale of an inch to the mule 


with a three-to-one vertical projection 

give altitude, the map presents every city, 
every community, every district, every state, 
of the entire West in miniature topography 
Any community and its) surrounding re 
sources can be easily picked out. It its 
realistic geography of the highest educa 
tional value. The map is slightly below 
the level of surrounding walks and may also 
be viewed from an overhead centrally lo 
cated walk. At night it 1s illuminated 


Enters Display 
Field 


Roberts, Inc., Cleveland, Ohio, a sign com 
pany, has entered the display field, it 1s an 
nounced. The firm is now located in enlarged 
quarters at 5405 Euclid avenue. The officers 
of the company are Harry J. Roberts, presi 
dent, and Mrs. Harry J. Roberts, secretary 
treasurer. Miss Rae Hirsh is office managet 


Browder Attends 


Family Reunion 

EF. Preston Browder, president, Window 
Craft Display Service, Inc., Buffalo, N. Y.. 
visited the home of his parents at Richmond, 
Va., January 29, where a complete family 
reunion was held in honor of the golden 
wedding anniversary of the senior Mr. and 
Mrs. Browder. 


Children's Week 
Dates Selected 

National Children’s Week will be held this 
vear March 6-12. 
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Beautiful NEW 


DISPLAY Aabtics 





HAVE YOU 
RECEIVED 
THIS NEW 


Sample 
BOOK? 


E'RE now mailing a special Spring Sample 

Book to our complete list. If your name is 
not on the list, mail the coupon. We'll rush this 
special book to you and see that you get future 
mailings. This book contains sample swatches of 
our distinctive new Crackle Cloth with smart eye- 
appeal that's making a big hit with display men. 
It's shown in a wide range of beautiful new 


colors tuned to Spring! 


All Columbus display fabrics are strong and 
durable with rich, lustrous finishes easily cleaned 
and restored to their original beauty. Available 
from your display distributor. Mail coupon for 


special Sample Book. 


COLUMBUS 


DISPLAY FABRICS 


Columbus Coated Fabrics Corporation 
Dept. D-239, Columbus, Ohio 


Haven't received your new Sample Book 
showing full range of colors in the new 
Crackle Cloth pattern Rush copy of book to 


Name 


Address 





The greatest 
attention compeller 


in DISPLAYS is 


OTION- 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 


These dependable 110v_ back- 
geared units comprise a complete 


ry) line that meets every display con- 


dition. 
Speed Way Mig., Co. 
1839 South 
52nd Ave., 


Wu is: x 
BAMBOO 


AND 


RATTAN 


RAW MATERIALS 
FURNITURE 
ACCESSORIES 


f ) 
) 


WRITE FOR 
CATALOG 








All Sizes Stock on Hand 


WRITE FOR SAMPLE 


UNUSUAL PropUCcTS Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 














PUT SPIRIT IN YOUR DISPLAY 
with Ic electricity a day. 
Guaranteed for one year 
For vertical or horizontal display 
Goodman Guaranteed Turntables 
Price $6.00—$25.00 
Within the reach of every re 
tailer Literature and quantity 
discounts upon request. 
GOODMAN FLEXIBLE SLEEVE 
FORM CO., MFRS. 
19 W. 34th St., New York, N. Y. 
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Here and there 


Pictured above is a recent display by M. 
Greenstein, Saks-Fifth Avenue, Chicago, in 

point of interest from 
standpoint is the figure 
Each of 
covered 


which the primary 
the displayman’s 
used to display the ermine wraps. 
the two mannequins is 
with foil—in a magenta shade, as is the head 
resting on the floor. Note, too, that the 
wraps are held in an odd manner; one figure 
has its arm thrust through a sleeve, with the 
rest of the wrap dangling; the other manne 
quin supports the apparel by its out-thrust 
arms. <A display had figures 
covered in gold foil 


headless 


companion 


—Used several months before the Munich 
conference which resulted in the subdivision 
of Czecho-Slovakia, this Hungarian men's 
wear display had for its background the dis- 
membered map of pre-war Hungary—with 
the lost portions muffled in black velvet. The 
copy on the background indicated that Hun- 
garians would never give up the hope of a 
restoration to their former status— 


Satan 


—Headless figures, covered with magenta 

colored foil, were the highlights in this dis- 

play by M. Greenstein, Saks-Fifth Avenue, 
Chicago. The wraps were of ermine— 


It is too bad that the lower illustration 
on this page was not used in DISPLAY 
WORLD as soon as it came in—June 14, 
1938. It typifies the intense feeling in 
Europe which has resulted in the dismem 
berment of Czecho-Slovakia and the agita 
tion for the return of lands and colonies 
lost after the World War. This men’s wear 
display, used by J. Gutmann & Co., Buda- 
pest, Hungary, has for its background treat 
ment a central decoration composed of the 
present map of Hungary—in white and bear- 
ing an unbroken shield—surrounded by de 
tached portions—in black and with shattered 
shields—representing the former boundaries 
of the country. The “lost” were 
covered with black velvet. At each side of 
the background “Nem, 


sections 


appear the words 
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of the 
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nem, soha,” or “No, no, never!” as an indi 
cation that Hungary has never given up 
hope that it will regain its former status. 
Had this display been installed during last 
September, around the time of the Munich 
negotiations, it might have been taken as 
matter of course. Its use many months 
prior to that time, however, gives it added 
significance as a mute comment on European 
politics and policies. 

The sketch above is of a novel palm tree 


—Above is a construction sketch for a novel 
palm tree designed by C. G. Blake, Mont- 
gomery Fair, Montgomery, Ala. Its actual use 
is seen in the display immediately below— 
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which is being used frequently by C. G. 
Blake, Montgomery Fair, Inc., Montgomery, 
Ala. The drawing shows construction de- 
tails. The trunks are cut from 1-inch pine, 
then painted dark brown over which black, 
white, orange, and yellow are painted hori- 
zontally in dry-brush fashion. The trees are 
supported by a piece of fir plywood nailed to 
the base. The leaves are cut from 8-ply 
cardboard in triangular form, painted dark 
green, and then highlighted with white at 
the top and ends. These are fastened to the 
trunks in three lengths—short ones first, as 
shown in the illustration, then bent down. 

The patio setting below shows the palms 
in actual use. This display had for its props 
four of the palms, three panels, actual coco 
nuts, and sawdust. Colored lighting was 
employed. The panels were of wall board 
in pastels—green, blue, and pink. The tile 
effects were of dark green, dark blue, and 
dark red on matching panels. The panels 
had white applied over the color with a 
sponge, thus making a two-tone plaster et- 
fect. The floor of sawdust greatly resem 
bled sand. Card copy appeared on the 
coconuts strewn about the window. — Indi- 
vidual spotlights coincided with the panel 
colors. 


Chicago Club Appoints 
Program Committee 

Carl Gestrine, Butler Brothers, reelected 
president of the Chicago Display Club, has 
announced the appointment of the following 
members as a program committee: L. J. 
Dwiggins, chairman; Kd Yeager, John Sul 
livan, Clyde Downer, George Bailey, Harry 
Mich, L. L. Hazlewood, Sol Heller, and 
James Kopp. 

At the February 6 meeting of the club, 
held at the show rooms of The Hecht Fix 
ture Company, 309 West Adams street, Louis 
D. Steiner, vice-president, American Fixture 
Company, St. Louis, Mo., discussed the in 
side story of the manufacture of fixtures and 
mannequins. Refreshments were served fol 
lowing the business meeting. 


Muncie Firm Introduces 
Line Of Mouldings 

The John Lees Division of The Serrick 
Corporation, Muncie, Ind., one of the oldest 
manufacturers of industrial mouldings, has 
introduced a line of decorative mouldings 
for the architectural, display, and fixture 
fields. Christopher Tonne is manager of the 
new department. 
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CORONET 


MANNEQUINS 






THE 


CROWNING 
ACHIEVEMENT 
FOR 


1939 


Presented by 


The DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York City 


WRITE FOR CATALOGUE 
SALESMEN WANTED 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color 
worn or faded carpets and draperies. 
Fast colors—Permanent results. Just 
brush it on. The perfect coloring for 
use with air-gun to re-color old fabrics. 


Information and Sample on Request. 


Helms Chemical Company 
58 W. Washington Blvd. Oak Park, III. 








NEW ZEALAND 


is an active 


DISPLAY MARKET 


WANTED—Prices and samples of dis- 
play materials, display boards, animation 
units, display specialties and color light 
ing units, suitable for general display use 
and for the Centennial Exhibition in 
New Zealand 

Reference: DISPLAY WORLD 


Cc. H. ANDREWS 


Display & Store Equipment Distributor 
P. O. Box 660, Wellington C 3, New Zealand 














=——~| Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


WIRES 

NO PLUGS 
ELECTRICITY 

NOVODOM CO. 


200 Fifth Ave. 
New York City 
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Flood Troubles 
For "Jim" Berg 

One of the recent callers at the DISPLAY 
WORLD offices was E. J. “Jim” Berg, vice- 
president, Durable Chicago. 
Returning from an extensive trip 
through the Southwest and South, Berg got 
thrill from the trip 
West Virginia, his car was trapped by flood 

finally 
a highway 


Displays, Inc., 
selling 


his greatest when, in 


waters. He was rescued by the 
crew, but not 
a depth of 9 


arrival of 


before the 


timely 
water had reached 
inches in the stalled automobile. 


Change Of Name 
For Ace Color 


In order to avoid confusion with similar 
\ce Color Cor 
poration will be known henceforth as Pres 


firm and brand names, The 


cott Paint Company, Inc., 445 West 3lst 
street, New York, N. Y. The name of the 
firm’s “Ace-Kote” is changed to “Pres 
Kote No changes in organization, policy, 


or products is involved 
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New Display Service 
Opened By Ouimet 


John C. Ouimet, formerly assistant display 
manager, Consolidated Dry Goods Company, 
Northampton, Mass., has opened a new dis 
play service at 19144 Main street, Northamp 
ton, to cover Hampshire and Franklin coun 
ties. The firm will be known as the Bond 
Display Service. 


Dean Leaves Brook's, 
Forms New Service 

Jack Dean, for many years display direc 
tor for Brook’s Clothing Company, Los An 


veles, Calif., has resigned his position in 
order to open a new display photograph 
service. The new company has been named 


California Display Technique, and is lo 
cated at 860 South 
Angeles. It will feature a 
service of photographs from 
Beverly Hills, and Los Angeles. 

Dean's first assistant, Irving Walton, suc 


Los Angeles street, Los 
semi-monthly 


Hollywood, 


ceeds him at Brook’s. 








OPPORTUNITY EXCHANGE 








“DISPLA YMORE” 
Changing Panel Machine 
FOR SALE... 


Carries Merchandise, Signs, Photographs 


Displays both sides of 12 panels 31”x67”, making 
i 24 panel showing, the action being continu 
ous Very sturdily constructed Over-all di 
mensions are 52” across face, 6’8” high and 58’ 
deep. Powered by a 4 H. P.—A. C. motor \ 
positive crowd stopper Cost $1,000 new 


Sale Price $375—F. O. B. Phila. 
Photographs Sent on Request 
CHARLES DINLOCKER 

2218 Rittenhouse Sq. Philadelphia, Pa. 








COURSES in Window and Store Display. Back 
ground Design; Merchandising Ideas; Exhibi 
tion Displays; Show Card Writing; Advertising 


Copy and Layout Personal Training—Individ 
ual Advancement. No Correspondence Courses. 


THE RAY SCHOOLS 


William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 


LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienced teachers Inten 
sive short courses Practical, individual work 
in each subject. Low tuition Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
39 W. Adams St. Chicago, Ill. 








Construction and Idea Man—15 yrs. exp. in con 
struction design of cardboard, corrugated and 
fibre lithographed displays. floor dispensers, 
counter displays, cartons, premium and_ paper 
novelties Thoro knowledge of mounting, fin 
ishing, die cutting. Capable in creation of prac 
tical neat dummies incorporating ideas that sell 
the job—further information, address “CON- 
STRUCTION,” care of DISPLAY WORLD. 








Position Wanted 
displayman, cardwriter, and. silk 
reproduction. Now employed. 

change where neat, orderly, selling win- 
dows are needed. Best refs. Address 


“BOX 201,” care DISPLAY WORLD. 


Kxp. department store 
screen 
Desires 





t 





FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz.. postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 





DISTRIBUTORS WANTED 


For sensational animated window display No 
motor, fully patented, small investment. Big 
profit. For all parts of the United States. Pro 


tected territory Strict confidence. 
Address “MOTIONS” 
Care DISPLAY WORLD 
Room 1101, 175 5th Ave. New York City 








WANT A BETTER JOB? 
LEARN Window and Department Store Display, 
Background Designing, Showecard Writing, Re 
tail Advertising—Copy and Layout. Practical 
instruction by Fifth Avenue Display Experts. 
Free Placement Service. Booklet DW. 


119 West 57th St. 
New York City 


Broadway School 
of Display Arts 





COMMISSIONS ACCEPTED 
Every phase of Display 
lighting, consultation, ete. 


HERBERT A. MALONE 


199 EAST 58th ST. 
NEW YORK, N. Y. ELdorado 5-7564 


design, color, 








ADVERTISING — HOME STUDY—The Adver- 
tising Minded Displayman is qualitied to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 


lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
Chicago 


3601 Michigan Ave., Dept. 266B 








SALESMEN WANTED 
in all states to handle complete line of display 
materials and accessories. Every merchant is a 
buyer. Write at once for your territory 
Address “P. C. D.” 
Care DISPLAY WORLD 
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Display Practice Included 
In U. S. Education Program 

The Office of Education, United States 
Department of the Interior, has announe:d 
plans for various educational courses to ve 


made available to. distributive workers 
throughout the country under the provisic is 
of the George-Dean act. Included will 5e 
courses in color, line, and design with in 


application not only to the arrangement a id 
display of merchandise, but to the suitabil ty 
of the merchandise to the purpose for which 
the customer may wish to use it. 

Both day and evening classes are to ‘x 
arranged for, under the tutelage of local 
authorities in the various subjects. 


Kellstadt Addresses 
Cleveland Club 
The principal speaker at the January 23 


meeting of the Cleveland Display Club was 


Charles Kellstadt, general manager, Sears 
Roebuck & Co., Cleveland. He discussed thi 
display profession and its future. The club 


met at the Carter hotel. 


Marriage And Promotion 


For Purcell 

Coming almost concurrently with his mar 
riage a few weeks ago, James Purcell has 
been promoted to the post of assistant dis 


Block & Kuhl Com 


headed by 


manager for the 
Peoria, Ill, department 


. 
(;eorge Briggs. 


play 
pany, 


Modernization 
For DeWeese 

The DeWeese Display 
pany has just completed the modernization 


Equipment Com- 
of the firm’s showroom, in preparation for a 
showing February 13-20 of new 
spring mannequins. Headed by Jack De- 
Weese, the company is located at 132 Sey 
enth street, Pittsburgh, Pa. 


special 


Virgil Andrews 
With Hastings 


Formerly with Desmond's, Los Angeles 
Calif., Virgil Andrews is now display direc- 
tor for the Hastings Clothing Company, of 
the same city. Blu Pinnell, formerly of 
Wolff Brothers, Kansas City, Mo., is now in 
charge of display for Desmond’s. 


Schoenberger With 
Warren Displays 

Richard L. Schoenberger has 
pointed vice-president in charge of sales for 
Warren Displays Company, New York City 
He was formerly vice-president of Stocklin 
Advertising Art of the same city. 


been ap 


Cummins With 
Peoria Firm 

James E. Cummins has been transferred 
from The Fair, Flint, Mich., to The Peoria 
Dry Goods Company, Peoria, Il. 


Lapick Succeeds 
Smith, Gorton's 


Frank P. Lapick has joined the Gorton 
Company, Elmira, N. Y., succeeding William 
Smith as display manager. 
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tates 
inced 
to il ) 
rke s 
* —— | DON’T look now-- 
1 Question: Can you give us a source trom 
e 


which we can obtain block chalk or tale for 
; carving—also large size pieces of balsa wood 

4 id nd cork.—Washington, D. C. but — 

eS \nswer: The chalk can be obtained from 

which the following: Binney & Smith, 41 East 42nd 
street, New York City, or The Taintor Com 

rs 1 pany, Bayonne, N. J. Block balsa can be DO look at your 
ee purchased from the Balsa Wood Company, 


Inc., Pioneer and Imlay streets, Brooklyn. 
N. Y., and J. H. Monteath Company, 204 


Lewis street, New York City. Cork can be 5 
ybtained from either Crown Cork & Seal CRESCENT ART POSTER BOARD DEALERS 
ry 23 Company, 4401 Eastern avenue, Baltimore, 
—— Md., or United Cork Company, South WINDOW the week of MARCH 6th 


Sears Kearny, N. J. 
-d the As you are planning on using some of 
club this material for carving, you might con 
sider replacing the chalk with magnesia, as See the most REVOLUTIONARY display ideas, 
this can be worked much easier. It can be ; , 
| : ae eg and a riot of COLOR in Cardboard! 


bought from Goldwynne Magnesite & Mag 
nesia Corporation, 1944 Graybar building, 
New York City, or Whittaker, Clark & Dan 


mar iels, 260 West Broadway, New York City. » 


has Question: Can you tell us something of the 
t dis nature of the much-discussed murals which 
Com will be a feature of the New York World's i Y 
“d by Fair—colors, materials, and the like ?—Mun C H 1 C A G 0 C A x p a 0 A Q D C 0 mi PA 
ie, Ind. 


\nswer: Practically every available mate 670 WASHINGTON BOULEVARD CHICAGO, TEL. 


rial will be used, including chrome, steel, 








rubber, bas-relief effects, “rubberized” paints, 


























a etc. The murals are especially interesting 
Oo e . - > ys ° 
alia because of the freshness of their conception 
; ing ind the daring, broad use of “odd” colors J E WwW E L R y 
QO a . 
isi such as brown-red and moss-green, pink and 
Ai . . . . rT. 
7 green, and similar combinations. The prox- 
; = ~ ° - 
r Soy imity of colors and tints usually thought of DIS Pi A ¢ Ss 
is unrelated is somewhat reminiscent of the 
ae ge nontanage of color used by Gauguin DISTINCTIVE 
us Tahitian days. : “Pp 
i AND MODERN 
Question: Is there any way by which nat NEW DESIGNS 
‘iii iral cut flowers used for display purposes \ND FABRICS 
ge S " ‘ F: . 
dite can be kept fresher longer during the winter 
ny, of oniinn | 7 York City. Designers and Manufacturers of 
: . \nswer: Put them in lukewarm water as , ‘ 
rly of . : Exclusive Jewelry Displays 
oh soon as they are received from the florist. 
oO 
Questions Im spreading give oer tose T LOS ANGELES WINDOW DISPLAY CO 
wigs Ry a 
surtaces we have trouble in getting even 
Ba eae ss esata I 
distribution. Is there any way of overcom LOS ANGELES, CALIFORNIA 
ing this ?—Chicago, Ill. 
‘ \nswer: Try using a fine comb as a 
‘nm ap ; a 4 Y 
spreader. It spreads the glue uniformly and y 7 . / You spend good 
les fot h a I WINDOW DISPLAY ARDBOARD aune te ane 
k City ne ee Increase your knowledge and your tising Cutouts oF 
: ; ae : ; earnings. Superior training in Trim- EASELS counter merchan- 
tocklin Question: In a recent issue of DISPLAY ming, Backgrounds, Showcards. Mod "Ss - dise displays. It 
WORLD vou s] da shoe displ : hicl erate cost. Day and evening classes is economy to use the Stand Pat Easel, with 
, ‘ 2 Sewee 3 3 " : isplay = hes sh " FREE PLACEMENT SERVICE. special lock feature which insures it against fall- 
glass bowls were suspended by “invisible” . > , x 2D , ing down and relieves the strain the ordinary 
wire before a black background We have ACADEMY OF DISPLAY easel encounters. The Stand Pat Easel will out- 
Dante aces oe °, : i 8 E. 4ist St. at 5th Ave. (Bkit N.) New York live your display card. Write for samples today. 
tried similar displays, but the wires are al 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 








Ways unpleasantly conspicuous, even though 











ferred Y 
oa es Wwe painted them black to match the back- 
— ground. How can this be eliminated ?-—Chi Question: Please send us intormation as 
cago, Il. to where we can obtain lithographed paper “Serving the Display Profession’’ 
_ Answer : At the hase of a candle flame cutouts of sandwiches, ice creams, sundaes Distinctive Display Equipment and Novelties 
place a small piece of rosin. Run the wires — ete.. suitable for use in connection with ou 
through the smoke this produces until they soda fountain \tlanta og AT gS l EG E - 
Gorton sap coated with soot. This coating will not \nswer : a — — oe 39 W. 37th St. New York City 
Villiam eflect light as paint does, and can be re lithographed cutouts trom the Goes Litho Bet. 5th and 6th Ave. Phone Wi 7-8485 


moved with a cloth as desired. graph Company, 42 West Olst street, Chicago 

















Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(1 Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

Show Card Colors 
Show Cases e 
Show Case Lighting 
Signs—Card Holders 
(} Signs—Brass—Bronze 
_] Signs—Electric 

{° Sleeve Forms 

C) Stencil Outfits 

() Stock Posters 

() Store Designing 

() Store Fronts 

{) Tackers 

() Time Switches 

[) Turntables 

() Valances 

(} Wall Board 

() Window Drapes 

() Window Lighting 

() Wood Carvings 


(1) Do you wish a copy of their catalogue? 
{) Do you plan to remodel your store soon? 
() Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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FEBRUARY, 1914 


Displaymen were writing trade magazines 
to ask how best to give their spring “draped” 
gowns a “bustle effect.” 

Ludolf Baumann, well-known head of the 
artificial flower company of L. Baumann & 
Co., died in California. 

At a meeting of New York City display- 
men, an association of window decorators 
for the metropolitan district was formed. 
The following were elected officers: Herman 
Frankenthal, B. Altman & Co., president; 
William Tishman, James McCreery & Co., 
vice-president; Charles Wendel, Gimbel 
Brothers, secretary-treasurer. The commit- 
tee chairmen were Jerome A. Koerber, 
Strawbridge & Clothier; W. F. Alert, R. H. 
Macy & Co.; J. Kelly, Oppenheim & Collins 
Company. 

Harry W. Hoile, Loveman, Joseph & 
Loeb, was elected temporary president of the 
newly formed display group of Birmingham, 
Ala. W. L. Singleton, Steele-Smith Dry 
Goods Company, was elected temporary sec- 
retary. 


FEBRUARY, 1929 

W. Dartikoski, C. W. Klemm, Inc., Bloom- 
ington, Ill, resigned his position as display 
manager, and moved to Madison, Wis. 

A. G. Anderson was appointed display 
manager for Crowley, Milner & Co., Detroit, 
Michigan. 

Two promotions at Stix, Baer & Fuller, 
St. Louis, Mo., made H. H. Tarrasch direc- 
tor of store decoration and Carl H. Shank 
acting display manager. 

Paul H. Wyse, formerly with John A. 
Roberts Company, Utica, N. Y., became dis- 
play manager for Rollman & Sons Company, 
Cincinnati, Ohio. 

Ninety-four displaymen from Michigan 
cities attended the annual meeting of the 
Associated Display Clubs of Michigan at the 
Hotel Barlum, Detroit. Frank FE. Whitelam, 
R. H. Fyfe & Co., Detroit, was president ot 
the organization. Dan Hines, Montgomery 
Ward & Co., Chicago, and chairman of the 
executive committee of the International As 
sociation of Display Men, was the principal 
speaker. 

Everett Quintrell, Elder & Johnston Com 
pany, Dayton, Ohio, won a total of $295 in 
prizes in the display contest sponsored by 
the Clock Manufacturers Association of 
\merica. Hauber, Emigh Win 
chell Hardware Company, Sacramento, Calif. 
ranked second, followed by Douglas Dowell, 


George F. 


Kimball Union Sacramento. 


Al G. 


Stores, 


Company, 
Kresge Department 


as display manager 


Parke joined 
Newark, N. J., 

Abe resigned as 
play Moline, IL, department 
store to become display manager for Win- 
nick’s, Des Moines, Iowa 

O. O. Straun became display manager fot 
Morehouse- Martens Columbus, 
Ohio, following the Robert 
M. Davis 


Silverman assistant dis 


director of a 


Company, 
resignation of 


FEBRUARY, 193 


Typical Consumer 
Likes Display 


A young matron, selected as a typical co 


9 


sumer and appearing for questioning befo:: 


the National Retail Dry Goods Associati: 
convention in New York City, admitted th 
she enjoys window shopping. 
on the subject was: “Yes, I go window sho 
ping, and like it. I do not go deliberate! 
but just in passing. 
more tastefully arranged nowadays. 


Her comme: 


The windows are much 


They 


are so much more true to life than they used 


Queried on “best” windows, s! 
“Of course, I don’t 


to be.” 
added: 


suppose you 


mean the Christmas windows with the bells. 


I enjoyed the chimes and the carillon for th 


season, but you would get your fill of them 


as a steady diet.” 
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DISPLAY BOOKS 


AT SUBSTANTIAL 


PRICE REDUCTIONS 


TO CLOSE OUT REMAINING STOCKS 


THE WINDOW DISPLAY MANUAL 
By J. T. Chord 


A complete text book on the practical technique of 
successful window display practice. Used as the 
course of instruction in many window display classes. 
Breaks down the subject of window display into its 
very fundamentals, establishes definite display prin- 
ciples, and then proceeds to show their application. 
Thirty-two chapters covering every phase of display. 
240 pages, size 9 x 12, profusely illustrated with 
diagrams and window photos, cloth 
bound. Regular price $5.00. 

EE ae a eee eS: 


THE ART OF DECORATING SHOW WINDOWS 
AND DISPLAYING MERCHANDISE 


It covers the subject of how to display merchandise 
in the show window and store interior in a thorough, 
practical manner. This is the fifth edition and thou- 
sands of copies have been sold. There are thirty- 
seven chapters covering every type of window 
display and related display problems. 353 pages, 
size 9 x 12, over 350 illustrations, 15 full col- 


$9.50 


ored background suggestions, cloth 
bound. Regular price $4.00. 
No. 295 15. acs es & Spat 


THE MANUAL OF SHOW WINDOW BACK- 
GROUNDS FOR MERCANTILE DISPLAY 


Containing innumerable practical suggestions with 
complete construction and color details for attrac- 
tive backgrounds for every event. The manual from 
cover to cover is chock-full of practical ideas for 
attractive background construction. The simple 
method in which the author has presented the ma- 


terial makes it an easy matter for you to adopt it 
to your own requirements. 250 pages, size 10 x 


$9.50 


74, over 125 illustrations, cloth 
bound. Regular price $3.50. 
Now only 


DISPLAY MANAGERS’ HANDBOOK 
OF DECORATIONS 
EGYPTIAN SERIES. Sixteen 9 x 12 plates em- 


bracing approximately 150 sketches of decorative 
details, including complete Egyptian 


window settings. Portfolio style. $9.50 


Regular price $5.00. Now only 


JAPANESE SERIES. Sixteen 9 x 12 plates illus- 


trating a large variety of decorative details of 
Japanese architecture, dress, pottery, 


sculpture, jewelry decoration, etc. $é ?.SO 


Regular price $5.00. Now only 


MODERN BACKGROUNDS 
FOR WINDOW AND INTERIOR DISPLAY 


A collection of selected backgrounds, panels, 
screens, etc. 32 pages, size 9 x 12, 


paper bound. Regular price $1.00. 5O 
Now only ! Cc 


ONE HUNDRED ALPHABETS 
FOR THE SHOW CARD WRITER 


A collection of the alphabets used by the leading 
show card writers, with many examples of show 


card and window signs for all occa- 


sions. 48 pages, size 9 x 12, paper T5 
bound. Regular price $1.00. Now only c 


All Prices Quoted Are Postpaid 
Remittance Must Accompany Order---All Sales Final 


DISPLAY WORLD 


Cincinnati, Ohio 

















Put Lasting Sales-Punch 
into Booths- Displays — Signs 


with sparkling Bakelite Laminated 














al 

















" 
ssa 


Permanent booth in the Merchandise Mart, Chicago. Complete exhibit, including luminous 


sign, built from lustrous Bakelite Laminated (Formica). 


yOW you can build displays and 
NX signs that will retain their original 
beauty and sales-effectiveness for years, 
if necessary, without marring or dete- 
rioration. By using Bakelite Laminated, 
you get sparkling, colorful surfaces that 
stand the gaff of display service... and 
come up smiling! 
Indoors or outdoors, Bakelite Lami- 
nated signs, displays. booths or exhibits 


Western Union booth in Empire State Build- 
ing, New York, with sides and counter top 
of durable Bakelite Laminated (Formica). 


WESTERN 
UNION 

=e 

Ua 


A 


pow 


sOUVERIN 


é- 


require a minimum of maintenance. 
They withstand sunlight, constant han- 
dling, moisture and wear... and require 
no care but occasional washing with a 
damp cloth to remove fingerprints and 
grime. 

Give your display pieces longer life 
and lasting sales-punch by employing 
lustrous. durable Bakelite Laminated. 
It is available in many colors and pat- 
terns, and in translucent and opaque 
types. Write for informative booklet 
35L, “Bakelite Laminated”. 

Bakelite Corporation, 247 Park Ave., New York 
Chicago: 43 East Ohio Street 


Bakelite Corporation of Canada, Ltd., 163 Dufferin St., Toronto 


Electrical Specialty Co., Inc., San Francisco, Los Angeles, Seattle 


Visit the Bakelite Exhibit, Hall of Industrial 
Science, New York World’s Fair 1939 


PLASTICS H 


-- and cannot wear off. 





Consider these advantag 


of Bakelite Lamina le 


1. LONG LIFE—a true economy, | 


2. MINIMUM MAINTENANCE | 


—cleaned as easily as gh 


3. ENDURING RICH COLOR 
—that are integral with the m 


Be 


4. SPARKLING LUSTRE 
5. TRANSLUCENT OR OPAQU 


si 


6. NON-FLAMMABLE 


a 


7. EASILY FABRICATED 
—with standard to 

8. RESISTANT TO: i 
Water Alcohol Acids and / 
Washing Compounds Burning Cig 
Impact Abrasion | 


aa 


For display building, thin sheets 
enduring Bakelite Laminated ay 
permanently bonded to plywood, W 
board and other surfaces. Can be cu n 
inlaid, cut, drilled or punched. Its 
herent color and rich lustre make 
ther finishing unnecessary. 


2HOn s prodvete, 


DOUARTERS 





